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Schenley Admits 
‘Exploring AM 
to Sell Whisky 


ABC, CBS and NBC 
Reported Considering 
Ways to Remove Ban 


New YorK—Schenley Industries, 
Inc., is “exploring the attitude” 
of American Broadcasting Co., Co- 
lumbia Broadcasting System and 
National Broadcasting Co. on the 
possibility that these networks 
will drop or modify their ban 
against whisky and other hard 
liquors, Seymour D. Hesse, adver- 
tising coordinator for all the 
Schenley companies, told AA last 
week. 

Schenley has not yet approached 
Mutual Broadcasting System, Mr. 
Hesse said. 

The parent company could go 
for an institutional ride on the 
“Duffy’s Tavern” program, which 
its affiliate, Blatz Brewing Co., is 
expected to sponsor over NBC 
starting this fall, through Kastor, 
Farrell, Chesley & Clifford, Mr. 
Hesse pointed out. “But we don’t 
yet know whether we want to.” 
Blatz has signed no contract yet, 
with either “Duffy’s Tavern” or 
NBC. 


s The relationship of Blatz with 
Schenley, it is pointed out, could 
be told in the commercial. Schen- 
ley itself might deliver a message 
on some such topic as “modera- 
tion” or “safe driving.” It is not 
known yet whether Schenley whis- 
kies could be mentioned by name 
over the air. 

Criticized recently by its arch 
rival, Seagram, for “breaking the 
ice on Sunday newspapers” with 
a series of insertions in The Am- 
erican Weekly, Schenley’s current 
“explorations” into radio have 
roused Seagram’s wrath to an even 
higher pitch. 

George Mosely, advertising man- 
ager of Seagram Distillers Corp., 
told AA that “definitely, we are 
not going on the air.” 

Seagram sells only hard liquors, 
but Schenley, National Distillers 
and Hiram Walker—other mem- 
bers of the distilling industry’s 
Big Four—also have beer and wine 


5 affiliates or both. 


Mr. Hesse pointed out that to- 
day’s “competitive market and 
declining demands have caused 


Schenley to seek every possible 
method of reaching prospects.” 


« CBS has carried wine advertis- 
ing off and on for several years, 
and ABC has no policy against the 
softer alcoholic beverages. NBC 
recently lifted its ban against car- 
rying wine. 

Neither the Federal Communica- 
tons Commission nor the Na- 
tonal Association of Broadcasters 
is said to have any stipulation in 
their codes that would prevent 
broadcasters from carrying whisky 
advertising—although various state 
alcoholic beverage laws prohibit 
i. in their areas. 

Schenley is not a member of the 

(Continued on Page 53) 
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AFTER ‘W’—A few “no money down” of- 
fers, like this one by General Furniture 
Co. in the Chicago Sun-Times last week, 
have begun appearing in most cities since 
credit controls ended. General Furniture 
uses the same International Register Co. 
Meter-Matics that Avco Corp.'s Crosley di- 
vision uses (AA, July 18). 


Starrett Calls 
TV Industry to 
War on Rumors 


New YorK—Starrett Television 
Corp. last week called on manu- 
facturers, distributors, dealers and 
radio-video trade associations to 
establish a non-profit Bureau of 
Television Optical Standards to 
stop the “false rumor that tele- 
vision is injurious to vision.” 

The bureau envisaged by Star- 
rett would have a review board of 
recognized authorities to pass on 
the optical standards of TV sets 
and to issue a seal of commenda- 
tion to those meeting the require- 
ments. This seal, with the backing 
of qualified eye specialists, would 
be expected to quell the public’s 
fears about television’s effects on 
eyesight. 

The set manufacturer sounded 
the call to arms against “anti- 
television propaganda” in a full- 
page advertisement in Retailing 
Daily. Says the copy: 


es “Maybe it just ‘grew.’ Or per- 
haps the false rumor was ‘planted’ 
by panic-promoters, for their own 
vested purpose. In any case, the 
(Continued on Page 53) 


Postwar Miracles’ 
champions answer the 
challenge in ‘Voice,’ 
Page 48. Other features: 
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Advertising Market Place ............::ccccceees 34 
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act of March 3, 1879. Copyright, 


Lower Income 
Units Bettered 
Selves in ‘48 


Federal Reserve Reports 
Important Relative Gain 
for 70% of Population 


WASHINGTON—Wage and salary 
gains of the lower income groups 
during 1948 seem to _ indicate 
changes “of great economic and 
social importance,” Federal Re- 
serve Board economists said last 
week. 

The board’s annual survey of 
consumer income, spending and 
saving indicated a 2% drop in the 
percentage of income enjoyed by 
the top three-tenths of the na- 
tion’s 50,400,000 “spending units.” 

While this three-tenths still had 
58% of the income, the economists 
say that even relatively minor 
changes in the percentage of in- 
come obtained by the other seven- 
tenths of the population can be of 
great importance. 


s Digging into data gathered for 
the board by the Survey Research 
Center of the University of Michi- 
gan, economists point out that 
1948’s wage and salary gains went 
largely to professional, clerical, 
sales personnel, and skilled and 
unskilled workers. 

Where only 14% of unskilled 
workers were making $3,000 or 
more in 1947, 24% were over the 
$3,000 mark in 1948. 

In its earlier report on the sur- 
vey (AA, June 20), Federal Re- 
serve credited a substantial share 
of the $40 billion market for dur- 
ables and housing in 1948 to the 
fact that 24,000,000 customers—the 
broadest market for goods in the 
nation’s history—were in a posi- 
tion to buy. The continued pros- 
pect of a broad market for appli- 
ances and other consumer goods is 

(Continued on Page 58) 
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Billing Gains Continue 
for Big Ad Agencies 


Our Best Gas May 
Be Too Costly, Says 
General Petroleum 


Los ANGELES—Taking a tack di- 
rectly opposite that of most gaso- 
line advertising, which pushes pre- 
mium grades, General Petroleum 
Corp. has launched a coast-wide 
newspaper campaign in 170 news- 
papers to point out that in many 
cases it is uneconomic to use pre- 
mium fuels. 

The campaign, which will run 
through September, opened with 
1,000-line announcements, head- 
lined “To get the greatest value for 
your dollar, consider these facts 
when you buy gasoline.” This and 
succeeding ads urge motorists to 
use regular Mobilgas instead of the 
premium Mobilgas Special unless 
the condition or characteristics of 
their engines absolutely demand 
the higher priced fuel. 


a Copy includes this statement: 
“You should use the grade that 
performs best in your car. Auto- 
motive research engineers agree 
that once the maximum anti-knock 
requirement of a car is satisfied, 
there is no more performance to 
be gained by paying for a higher 
octane fuel. If your car operates 
smoothly and without knock on 
regular Mobilgas, then by all 
means save the difference.” 

In taking this “reason-why” ap- 
proach, General Petroleum says 
several factors were considered. 
First, it is believed the stressing 
of economy is particularly im- 
portant now. Second, most people 
don’t know the difference between 
regular and premium grades and 
what dictates the choice between 
them. Third, numerous articles ap- 
pearing recently in national mag- 

(Continued on Page 8) 


Last Minute News Flashes 


Stokely’s Finest Account Goes to Gardner 


Sr. Louis—Stokely-Van Camp, 


Inc., Indianapolis, has appointed 


Gardner Advertising Co. to handle promotion of Stokely’s Finest 
canned fruits and vegetables, effective immediately. The Van Camp di- 


vision of the business, including Tenderoni, 


Holden. 


continues with Calkins & 


LBI Budget Grows As Schenley Chips In 


New YorK—With Schenley Industries having decided to pay its part, 
Licensed Beverage Industries will spend $250,000 in advertising in the 
1949-50 fiscal year, as compared with $180,000 in °48-’49. The cam- 
paign, through Fuller & Smith & Ross, will include Life and other mag- 
azines not yet selected, and liquor business papers. 


Wildroot Show to Go on 100 Keystone Outlets 


BuFFALO—Wildroot Co. will sponsor “Barbershop Harmonies, 


” a 15- 


minute twice-a-week program, over more than 100 stations of the Key- 
stone Broadcasting System, starting Sept. 6. Batten, Barton, Durstine & 
Osborn tested the transcribed program for Wildroot in several markets 
before selecting southern and southeastern stations to be used. 


GF’s Postum Uses Premium for First Time 


New YorK—General Foods’ Postum goes into the premium field with 
a four-color page in the current issue of This Week Magazine, offering 
six spoons and six plastic coasters for a Postum label and 25¢. The offer 
also will be made on radio in NBC’s “Portia Faces Life.” Foote, Cone 


& Belding has the account. 


(Additional News Flashes on Page 57) 


Nearly All Lifted Volume 
in First Half, and See 
Rise for Rest of 1949 


New YorkK—The dollar volume 
of advertising handled by major 
agencies continued to expand in 
the first six months of 1949. 

And, although the past few 
months have been full of uncer- 
tainties, most expect the remainder 
of 1949 to exceed last year, al- 
though the rate of gain seems to 
be slowing down somewhat. 

These statements are made after 
analysis of findings of calls by 
AA editors in various cities on 
top executives of the 44 advertis- 
ing agencies which in 1948 (AA, 
Feb. 21, 1949) billed $10,000,000 or 
more each for a combined total 
of $1,100,000,000. 


s Twenty-four of the 36 who ans- 
wered this question said that their 
billing in the first half of 1949 was 
larger than in the first half of 
1948. Eight said it was about the 
same, and four that it was less. 

On the other hand, 28 of 35 ex- 
pect their billings in the second 
half of 1949 to be larger than in 
the second half of 1948. Three be- 
lieve it will be about the same, 
and four, less. 

Seven of the specific increases 
reported for the first half were 
5% or less. One was 8%. Others 
were “10 to 12%,” 14, 20, 22, 26, 
35, 38, and an estimated 40%. 
Other replies on the “up” side 
gave no percentage changes but 
ranged from “slightly” to “sub- 
stantially” or ‘‘considerably’”’ 
ahead. 

None of the first-half declines 
reported was more than 5%. 


s Among 
second-half 


specific estimates of 

increases, none was 
less than 5%. Seven were between 
5 and 10%. Two agencies expect 
“10 to 15%” more; one 17%; two 
20% more each; one 24%, and one 
26%. The others substituted per- 
centages with such expressions as 
“promising,” “definitely good,” 
and “considerably larger.” 

Agencies reporting first-half 
gains which expect to make even 
greater progress in the second half 
include Ted Bates & Co., Batten, 
Barton, Durstine & Osborn, Leo 
Burnett Co., Caples Co., Dancer- 
Fitzgerald-Sample, Federal, Grant, 
and Ruthrauff & Ryan. 

Those which expect to hold their 
first-half rate of growth in the 
second half—and each of these 
comparisons, unless otherwise 
noted, is with the parallel half of 
1948— include Brooke, Smith, 
French & Dorrance, Gardner Ad- 
vertising, Grey Advertising Agen- 
cy, MacManus, John & Adams, 
Sherman & Marquette and Sulli- 
van, Stauffer, Colwell & Bayles. 


ws Among agencies ahead for the 
first half which predict a smaller 
rate of gain in the second half are 
Campbell-Ewald, Cockfield, 
Brown & Co., Geyer, Newell & 


(Continued on Page 44) 
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Offers Advertising Unit 


Macfadden Publications, New 
York, will market Sport, True 
Detective and Master Detective as 
an advertising unit called Sport 
Men’s Group. A circulation of 950,- 
000 will be guaranteed. Benefits 
will include a 5% discount on 
present individual rates when all 
three are used. Black-and-white 
page rate is $2,113; four-color in- 
serts and inside covers, $3,182, and 
back cover for the combination, 
$4,227. 


~ * e * e 
Astute time buyers, that know a 
good thing when | FF it, = 
lease contact any Pa" aymer rep- 
o Pesentative about KIOA, As Des @ 

Moines’ only 10,000 Watt* station, 
KIOA will serve you admirably in 
@ ilowa's abundant market. Coverage e 


maps, program schedules, and avail- 
bilities are yours for the asking. 


*10,000 Watts day, 5,000 Watts night e 


5,000 Watts night 


1040 KC 
MUTUAL FOR .. e 
DES MOINES, IOWA 


4 ‘Digest’ Editions 
Get Rates on ‘Next 
to Reading Matter’ 


New YorkK—With issues of Jan- 
uary, 1950, the Reader’s Digest 
will extend to the Portuguese and 
the three Spanish editions a policy 
of placing advertising next to read- 
ing matter, “in so far as printing 
facilities permit.” Advertising in 
these editions also will be avail- 
able for the first time in half- 
page units in black and white and 
two colors. 

Both of these new policies were 
first introduced in the Canadian 
edition last January. Similar 
changes are being discussed for 
other international editions. 

The Digest now has 22 editions 
in 11 languages. 


s “Our general policy for 1950,” 
the Digest said, “is to recognize 
advertisers’ problems under cur- 
rent world conditions by offering 


even greater value for all our 


| editions, 


and making Reader’s 
Digest advertising available in 
lower cost spaee units to permit 
broader coverage and higher fre- 
quency.” 

The international editions for- 
merly offered advertising only in 
full-page units and in front and 
back sections. 

Circulation guarantees and rates 
for the three Spanish and the 
Portuguese editions will remain 
unchanged, except for Spanish No. 
3 (Argentina only; 250,000 circula- 
tion), rates of which are being re- 
duced to compensate for changes 
in the rate of United States-Argen- 
tina exchange. 


WTXL Appoints Two 

Lawrence A. Reilly, formerly 
chief engineer of Station WSPR, 
Springfield, Mass., has been ap- 
pointed general manager of Sta- 
tion WTXL, West Springfield, 
which will begin operations with 
250 watts, unlimited time, in Au- 
gust. Alexander W. Milne, former- 
ly sales representative of Station 
WBEC, Pittsfield, Mass., has been 
named commercial manager. 


= 


Luckman Urges 
‘Fighting Ads 
to Move Goods — 


Announces $55,000,000 
Lever Expansion Plan, 
New Los Angeles Plant 
Los ANGELES—“To meet condi- 


tions imposed by today’s buyers’ 
market, business...must revital- 


ize its advertising techniques,” 
Charles Luckman, president of 
Lever Brothers Co., emphasized 


before the Los Angeles Chamber 
of Commerce July 20. 

Business, he added, must make 
advertising “an integral part of its 
selling plans. Too frequently to- 
day, advertising sells everything 
but the product it advertises... 

“During the war, we put adver- 


IT'S EASY WITH 


THE RIGHT COMBINATION! 


A mid-summer's dream can be one of 
many things and can be instigated by lots 
of right combinations. However, for the 
advertiser, the two Memphis newspapers 
are the ONLY right combination in the 
MidSouth to fulfill his dream of mid-sum- 
mer profits. The billion and one-half dollar 
Memphis market can be solidly covered 
with a dream optional daily combination 


rate savings of | 3c per line! 


Advertising Age, July 25, 1£ i9 


tising into uniform, and it pr. 
formed a magnificent service or 
the war effort. Today, however. it 
is time to demobilize advertisi ig 
and put it back to its civilian ) >} 
of selling goods—but hard!” 


e Mr. Luckman praised the )- 
jectives but had “serious dou! ts 
about the methods [of] progra: is 
for selling the free enterprise s) s- 
tem to the American people... 

“Our job...is not to sell tie 
enterprise system, but to put sonie 
enterprise into the selling syste:n. 
We cannot sell the American sys- 
tem merely by telling people how 
good it is. The proof of any pro- 
duct is in its performance. The 
only way to convince people that 
the American system is good is 
to make it work for them.” 

Declaring that Lever Brothers 
not only has faith in America but 
is putting its faith into action, Mr. 
Luckman announced that the com- 
pany is embarking on a $55,000,000 
expansion program. The principal 
item in it is a $25,000,000 soap 
and food products plant to be con- 
structed in Los Angeles County 
immediately. 

Representing what is said to be 
the “largest new industrial invest- 
ment by private industry” ever 
made in this county, the new plant 
will be located on a 30-acre site 
eight miles east of the city. 

After his address Mr. Luckman, 
accompanied by governor Ear! 
Warren and other civic and busi- 
ness leaders, went to the site of 
the new plant for ground-breaking 
ceremonies. 


ws In his talk here, the Lever pres- 
ident urged executives to face the 
fact that customers are not so 
eager to buy as they used to be: 
“How many years has it been since 
any of us rang a doorbell? How 
many years has it been since we 
complained of fallen arches? 

“IT am afraid there is too much 
ivory-tower, remote-control sales- 
manship today. Sales managers, 
vice-presidents and presidents have 
shiny pants from hatching profits 
on cushioned chairs. At the very 
least, we should inflict as much 
wear and tear on the soles of ou 
shoes as we do on the seat of our 
pants... 

“And our sales forces, too, need 
basic training in the most efficient, 
hard-hitting methods of meeting 
today’s changed conditions. Send- 
ing untrained salesmen into to- 
day’s market is like sending raw 
recruits into modern battle—they 
haven’t got a chance!” 

Mr. Luckman stressed the need 
of a four-way partnership among 
government, labor, business and 
agriculture. The role of business in 
this partnership, he said, is: 

“1. To lower prices wherever 
possible. 

“2. To continue 
policies. 

“3. To increase productivity in 
cooperation with labor. 

“4. To develop new product, 
new methods, new services. 

“5. To have an eagerness for 
enterprise; a willingness to expan: , 
and a revitalized initiative.” 


sound wage 


Appoints Weightman Agency 
Weightman, Inc., Philadelphi , 
has been appointed to handle tle 
direct mail advertising of Centr ] 
Insurance Agency, Philadelphia 


Throughout the U.S.A, the best-inform 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 
every week read 
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“LOADING PLATFORM” 


for America’s 3rd Market! 


Commuters, small-town dwellers, workers, shoppers... 


MORE THAN HALF THE PHILADELPHIA MARKET 
IS OUTSIDE THE CITY LIMITS! 


In addition to iutense coverage in the city 
zone of America’s 3rd market, THE INQUIRER 
builds your sales out in the surrounding 
suburbs...in the scores of nearby towns and 
Cities...in rural areas between...selling the 
entire market of more than 4,000,000 persons! 


This total penetration of the “multiple 
market,’’ as shown on the chart at right, 
explains why THE INQUIRER has been first in 
advertising volume in Philadelphia for 16 
consecutive years! 


os es 


au 
\ HUB... GET THE WHOLE 
\ RICH MARKET! 
Daily Sunday 


ae GET MORE THAN THE 


INQUIRER INQUIRER 
Jo of Family Coverage 


- | 
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j- |”. ie 86.9 


A—{___ 69.2 88.2 
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WITHIN 
20 MILES 


a 

30 MANES 63.8 84.8 
WITHIN ¢ 

40 MILES 60.4 82.5 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N. Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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TBA Request for TV 
Freeze Lift in 11 
Cities Is Denied 

WASHINGTON—The Federal Com- 
munications Commission on Thurs- 
day turned down a proposal of the 
Television Broadcasters Associa- 
tion to “unfreeze” television in 11 
cities. 

FCC said conflicting applicaiions 
in nine of these cities would pre- 
clude immediate actions even if 


the freeze were lifted. It said: 
“Any partial lifting of the freeze 


SEL L 


Put your sales message on signs that 

ere talked about and remembered 

PAINTED DISPLAYS * NEON SIGNS 
*  CHOICEST LOCATIONS « 


STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texes 


SPECTACULAR SIGNS BY 


STERLING 


should be on a broad basis and 
should include as many areas of 
the country as possible. 

“It does not appear that a lift- 
ing of the freeze for only two 
cities would be helpful or desir- 
able,” the FCC said. 


Hunt Foods Names Gillespie 


R. P. Gillespie, for the past 
two years executive assistant to 
Arthur Winston of the merchan- 
dising division, has been named 
to the newly created position of 
assistant advertising manager of 
Hunt Foods, Inc., Los Angeles. The 
post was created to free Frank 
Oxarart, advertising manager, for 
activity in general affairs and 
travel. 


Loewenberg Resigns 

Sydney Loewenberg has _ re- 
signed as advertising and retail 
sales promotion manager of Champ 
Hats, Inc., Philadelphia. 


Joins ‘Dun's Review’ 

James Millhouse, formerly with 
Geyer Publications, has joined the 
advertising sales staff of Dun’s Re- 


view, Chicago. 


Chicago Tribune Co. 
Buys ‘Times-Herald’ 


WASHINGTON—The Washington 
Times-Herald passed with a mini- 
mum of fanfare Thursday into the 
hands of the Chicago Tribune Co. 
Less than a year ago it was willed 
by the late Eleanor Patterson to 
seven key employes. 

The sum which the seven owners 
received from the Chicago news- 
paper and the details of the trans- 
action were not revealed. The two 
sentence announcement said merely 
that the present management is 
continuing. 


s Purchase of the Times-Herald 
gives Col. Robert R. McCormick, 
publisher of the Tribune, “a 
chance to teach Washington the 
same brand of Americanism he has 
taught in Chicago,” Rep. Charles 
Vursell (R., Ill.) said on the House 
floor. Rep. Vursell said many mem- 
bers of Congress will welcome the 
transaction. 
Meanwhile, 


reports circulated 


that the Tribune company would 
follow its purchase of the Times- 
Herald by buying a radio station 
here. It was said that the com- 
pany is dickering for WOL, Mutual 
outlet owned by the Cowles Pub- 
lishing Co. 

The report was denied by the 
station management. 


Capitol Making 33 1/3 rpm.s; 
Columbia, RCA War May End 


Capitol Records, Inc., Los Ange- 
les, has announced that it will 
start releasing classical selections 
on 334% rpm. discs in September. 
This is the first major company 
to make records at all speeds—the 
conventional 78 rpm., RCA Victor’s 
45 rpm. and Columbia’s long play- 
ing 3344. 

Capitol’s announcement gave rise 
to further speculation that RCA 
and Columbia are seeking to end 
their war of speeds with an agree- 
ment for making all three types 
of recordings and let the public 
decide which system it prefers. 
Decca, which continues to manu- 
facture only the old style records, 
is still the pivotal company. 
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Motley Outlines 
Sales Prospects 


. ’ . ’ 
in ‘Buyers’ Year 

New YorK—Today’s job seekirs 
should not overlook selling as in 
occupation when the buyers’ mar- 
ket becomes intensified, Arthur 4. 
(Red) Motley, chairman of the 
National Sales Executives and 
publisher of Parade, told the Sales 
Executives Club of New York last 
week. 

Classified advertising for sales- 
men has more than doubled dur- 
ing the past year, according to re- 
ports reaching the national or- 
ganization from local clubs, Mr. 
Motley noted. More than 25 clubs 
are conducting extension courses 
in selling with local universities, 
and seven more have similar pro- 
jects with private business schools 

While consumer incomes are 
down somewhat from peak 1948 
levels, consumers are spending at 
a lower rate in relation to income, 
Mr. Motley pointed out. He said 
money to spend is available to a 
greater degree than before be- 
cause of additions to personal sav- 
ings, but that more salesmanship 
will be required to persuade people 
to exchange it for goods and ser- 
vices. 


es An important objective of the 
86 sales executives clubs is to 
help local retailers and their sales 
staff do a better job, Mr. Motley 
emphasized. During the coming 
year, NSE, in cooperation with 
member clubs, will vastly step up 
activities assisting member execu- 
tives and their salesmen. In the 
next 12 months, 44 regional con- 
ferences for sales executives are 
planned, compared with 20 dur- 
ing 1948. At these meetings sales 
executives will hear nationally- 
known speakers on marketing 
trends, motivation and training of 
salesmen, and new techniques in 
promotion. 

Thirty-five salesmen’s rallies 
will be staged throughout the 
country, and 46 sales training 
clinics are also planned, he said. 


Esquire to Lennen & Mitchell 


Esquire, Inc., New York, has ap- 
pointed Lennen & Mitchell, New 
York, to handle national advertis- 
ing for Esquire, Coronet and Ap- 
parel Arts. The account was for- 
merly handled by Doherty, Clif- 
ford & Shenfield. 
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NEW YORK DETROIT 
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S are 
3048 Sears, Roebuck and Co. 
(yo 2650 East Olympic Boulevard 
* Los Angeles 54, California 
al - 
aie . June 6, 1949 
people 
d ser- 
of the 
is oe Mr. James A, Gannon 
fotley The Los Angeles Mirror 
oming 145 Ss. Svring Street 
with Los Angeles, California 
ep up 
xecu- 
n the Dear Mr, Gannon: 
l con- 
of om On Friday, May 13, we ran a double truck in your 
- sales paper featuring a 9 ft. Coldspot et $214.88. This 
—- ad was run as a test to determine the pulling power 
eae of your paper, Consequently, this item was not ad- 
1es in vertised in any other media, 
: the As far as we can determine, we received 110 inquiries 
aining as a result of this ad which we consider unusually 
iid. . good. Without a doubt the ad was responsible for a 
ell great many more sales then the inquiries would indicate, 
— We feel that the Mirror double truck had a great deal 
ot to do with our increase in refrigerator sales for the 
oa. week of May 9 as against the previous week. 
Clif- 
Since we at Sears definitely used this double truck 
» as @ test, I felt that you would be interested in our 
ate opinion of the results, 
Its open te. . 
Very truly yours, 
SEARS, ROEBUCK AND CO. 
yet | Be W. F. Plunmer 
oe Sales Manager 
ar Los Angeles Retail District 
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U.S. CofC President 
Insists on Stronger 
Ad, Sales Effort 


WasHIncton—U. S. Chamber of 
Commerce President Herman W. 
Steinkraus last week proposed 
lower prices and increased sales 
promotion as two effective an- 
swers to the problems “of read- 
justment.” 


Arguing against a “fourth round” 
of wage increases recommended 
by economist Robert Nathan “to 
build purchasing power,” Mr. 
Steinkraus said “prices should be 
reduced as rapidly as possible to 
reflect reduced cost in materials 
and increased efficiency of labor 
and machinery.” 

He added: “There is anti-de- 
pression significance in every busi- 
ness effort to strengthen merchan- 
dising, advertising and selling pro- 


grams. 
“Much can be done through in- 
tensified indoctrination, training 


activation and utilization of mer- 
chandising, advertising and sales 
people already on the payroll.” 


ws Every dollar’s worth of effec- 
tive merchandising, advertising or 
sales effort is also a contribution 
to general business improvement, 
Mr. Steinkraus held. “And cer- 
tainly that kind of contribution is 
itself good business in the fullest 
sense of the term.” 

He also called for: 

1. “New products and product 


improvement in line with chang- 
ing consumer demand.” 

2. “A thorough-going, all-out 
attack on the problem of getting 
the volume of investment required 
for sustained prosperity and con- 
tinued progress.” 

3. In the international field, 
more progress “toward restoring 
freer non-discriminatory multi- 
lateral trade.” 


To Style Life Fabrics 


Doris Blum, formerly head styl- 
ist of the Ameritex division of 
Cohn-Hall-Marx Co., New York, 
has been named stylist for Life 
fabrics, product of Hirsch-Silver, 
Inc., New York. She will be re- 
sponsible for styling and assisting 
in sales promotion. 


DuPont Promotes Demme 


George S. Demme, assistant di- 
rector of nylon sales of E. I. Du 
Pont de Nemours, Wilmington, 
Del., has been promoted to direc- 
tor of sales of the acetate division 
of the rayon department. He suc- 
ceeds Robert E. Cullen, who will 
retire jn August. 


Continuing Study 
of Newspapers 
Marks 10th Year 


New YorK—Advertising Re- 
search Foundation has issued a 
progress summary on the 10th an- 
niversary, this month, of the Con- 
tinuing Study of Newspaper Read- 
ing. 

Of 137 reports thus far made, 
130 were based on examination of 
daily newspapers in the United 
States and Canada, two on Sunday 
newspapers, and five were peri- 
odic summaries. 

In the ten years, more than 58,- 
000 men and women have been in- 
terviewed on their readership of 
some 4,100 newspaper pages. Com- 
bined circulation of the newspapers 
examined exceeds 10,210,000. 

The foundation, sponsored joint- 
ly by the American Association of 
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Discover an abundant market 


with 


DEPTH OF 
PENETRATION 


As depth of penetration brings to the surface 
the earth’s riches, so can a penetration into the 
MONITOR market bring to your business the rich 


reward of tangible sales. 


Readers of THE CHRISTIAN SCIENCE MONITOR 
express a unique interest in their favorite news- 
paper—and in the products advertised in it. We 
continually receive voluntary testimonials of this 
fact from our advertisers. They tell us that when 
it ccmes to sales directly traceable to advertis- 
ing, the MONITOR stands very high on their list 


of primary media. 


You can build valuable repeat business in this 
choice market through using a regular schedule 
of advertising in this great international daily 
newspaper. When your advertising message ap- 
pears in the MONITOR, it penetrates, with full 
power, the MONITOR market. 

A planned program of advertising in this news- 
paper is an excellent stimulus to sales. May we 
submit a proposal custom-made to the require- 
ments of your product? — THE CHRISTIAN 
SCIENCE MONITOR, One, Norway Street, 


Boston 15, Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT 
ONE ADVERTISER SAYS: “‘So far, percentage wise, we have . 
found that The Christian Science Monitor has given us the 
best direct sales results. By this we mean that your medium 
has produced a higher percentage of direct sales returns 
than have the other advertising media with much larger 
circulation. We have found that your readers are very 
loyal to their Christian Science Monitor. They seem to 
exert extra effort to patronize the advertisers.” 


” Branch Offices 


dj NEW YORK: 588 Fifth Avenue 


CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 


KANSAS CITY: 


1002 Walnut Street 
SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 


SEATTLE: 824 Skinner Building 
= PARIS: 56 Faubourg Saint Honore 


163.4 Strand 


Listen every Tuesday night to 


= LONDON, W.C. 2: Connaught House, 
= GENEVA: 28 Rue du Cendrier 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


Advertising Age, July 25, 19 9 


Advertising Agencies and Associ \- 
-ion of National Advertisers, u .- 
dertook the study at the request 
of the Bureau of Advertising, Ar \- 
erican Newspaper Publishers A :;- 
sociation. 


a “Advertisers and agencies,” tie 
foundation said, “have benefitt: « 
greatly from observing the reade - 
ship attracted by ads of varios 
shapes and sizes, and by ads en - 
ploying new techniques and inn. - 
vations—such as comic strips, hi - 
mor panels, oddities panels ard 
pictures with cutlines. 

“Newspapers have. benefitted 
from the opportunity of comparing 
the readership attracted by var- 
ious methods of presenting news 
and handling features. Some pz- 
pers have been reexamined, at 
their own request,” to determine 
the effects of revised handling of 
news and features. 

The first paper to be examined 
was the July 27, 1939, issue of th« 
Akron Beacon Journal. 

Chairman of the administrative 
committee for the study is H. H 
Kynett of Aitkin-Kynett Co., Phil- 
adelphia. Field work for the 
studies has been conducted by 
Publication Research Service of 
Chicago. 


e The Continuing Study of News- 
paper Reading was the first of 
several such continuing media 
studies undertaken by the founda- 
tion. Since then studies have been 
launched for transportation adver- 
tising, farm papers and business 
papers. Final action on a proposed 
Continuing Study of Magazine 
Reading is expected to be taken 
this fall. 

In each case, members of the 
medium pay the bulk of the costs 
of the study, supervised by a tri- 
partite comimittee composed also 
of advertisers and advertising 
agents. 


Simon & Smith Gets Finley 
Account; Adds 3 to Staff 


Simon & Smith, Portland, Ore., 
agency, has been retained to handle 
the advertising of J. P. Finley & 
Son, Portland, mortuary. News- 
papers, outdoor posters and transit 
advertising will be used. 

William Erler, formerly in the 


art department of Marshall-Wells, } 


has been named to the newly 
created position of assistant art 
director of Simon & Smith. Joe 
Bennett, formerly production man- 
ager of House & Leland, has joined 
the production staff. Tevis Miller, 
formerly with the Democrat 
Woodland, Cal., has been ap- 
pointed director of public informa 
tion, succeeding Vernon A. White, 
who will join the Oregon Voter, 
Portland, on Aug. 1. 


Forms Research Division 


Phil Kalech, president of Phi 
Kalech Sales Co., Chicago, has es 
tablished Phil Kalech Researc! 
Laboratories at 200 E. Illinois St 
Chicago, as a division of Phil Ka 
lech Co. The new division wil 
deal not only with the scientifi 
and technical research of all pro 
ducts, but also in finding the mar 
keting features of products fc 
consumer appeal. Louis L. Lerne 
formerly vice-president and direc 
tor of research of Allied Hom 
Products Corp., Beloit, Wis., hé 
been named vice-president and d 
rector of research and develo} 
ment of the new division. 


THE NEGRO 


MARKET IS 


TERRIFIC 


15 million American moqrece n 
10 billion dollars a year! If Hh, 
food, drinks, a , Or any othe 
products to sell, reach this big buyin 
public through the Negro papers an 
magazines. Interstate United News 
papers, Inc., 545 Fifth Ave., N. Y., ca! 
show you ‘how advertising in these 
publications reap big markets and 
profits! Write us today. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 


preferences of Negroes from coast to coast. 


Write now for this free information, 
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more THAN 
FARM FAMILIES 


Southern Wholesalers say: 
“Rural Business is Better!” 


mth yar} tht 
PAP 


“Our business is better than last 
year because of sales increases 
to merchants in agricultural 
communities. The rural South’s 
tremendous increase in pur- 
chasing power makes it the 
nation’s No. 1 outlet for elec- 
trical appliances, mechanized 
farm equipment and other du- 
rable goods. We are confident 
of the future of this area.”’ 


JAMES F. SHACKELFORD 


President 
Wimberly & Thomas Hardware Co., Inc. 
Birmingham, Alabama 


A MILLION 
THERN 


> 
e 
7 
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Looking for a bright spot in your sales picture? It will pay 
you to investigate the rural South where enormous increases 
in farm income and farm savings have created a huge, 
new supply of spendable cash. 


Southern wholesalers say their best business is rural business. 
Southern farm families are using their new buying power tu 
purchase a vast volume and variety of consumer goods. 


To make sure you sell these prosperous new customers, make 
sure your advertising plans include The Progressive Farmer 
—the advertising medium recommended by most of the best 
Southern wholesalers. 


More Southern farm families read more advertising in 
The Progressive Farmer than in any other publication. 


“Business is good in the rural 
South! Our Dallas, San An- 
tonio, Houston, Oklahoma 
City and New Orleans branches 
are alert to the phenomenal 
progress the rural market is 
making. We rely heavily on 
consumer demand in rural areas 
for the products we distribute. 
The Progressive Farmer is our 
favorite medium for influenc- 
ing sales in the rural South.”’ 


R. E. PEAKE 


Vice President and General Manager 
Peaslee-Gaulbert Corporation 
Dallas, Texas 


“The farm market continues to 
produce our greatest volume. 
During the last decade, the 
quality demands of this market 
have advanced substantially. 
Every recommendation we 
make to our factory connec- 
tions on advertising stresses 
the importance of reaching the 
rural market and we place 
The Progressive Farmer at the 
top of the advertising list.” 


J. C. ERWIN 


Executive Vice President 
Allison-Erwin Company 
Charlotte, North Carolina 
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Our Best Gas May 
Be Too Costly, Says 
General Petroleum 


(Continued from Page 1) 
azines have told consumers that 
often the use of premium gas is 
unnecessary and uneconomic. 


a By pointing out that not over 
20 to 30% of the cars on the road 
today can benefit from premium 
fuels, General Petroleum feels it 
will sell the public on the integrity 
of the company and its products. 

Large blow-ups of the ads are 
being supplied to dealers. In ad- 
dition, an informative question- 
and-answer booklet, explaining 
the economy effected by using the 
correct fuel, is being given wide- 
spread distribution to dealers and 
motorists. 

Dealers were told of the cam- 
paign by a broadside explaining 
the thinking behind it, and showing 
the various means of promotion 
to be used. 

West-Marquis is the agency. 


St. Regis Sales Drap 

St. Regis Paper Co., New York, 
reports a dip in net sales of $17,- 
784,550 for the first six months of 
1949, and a reduction in net in- 
come after taxes of $5,542,047. Net 
sales for the first six months were 
reported as $66,123,268, compared 
with $83,907,818 for the like period 
a year ago. Net income, after taxes, 
was listed as $3,202,888 against 
$8,744,935 for the first half of 
1948. 


NBC Loses 2 to Kudner 

Albert W. Reibling, business 
manager of National Broadcast- 
ing Co.’s television department, 
will join Kudner Agency, New 
York, Aug. 1. He will be business 
manager of the agency’s televi- 
sion section. John P. Marsich, as- 
sistant to Mr. Reibling at NBC, 
will join Kudner in a similar 
capacity. 


ANAN Decision on Aug. 23 

The future of American News- 
paper Advertising Network, Inc., 
will be decided at a meeting of its 
stockholders at ANAN offices in 
the Empire State building here on 
Aug. 23. 


Study Finds One 
in Four Posters 
Are Remembered 


Los ANGELES—The average Los 
Angeles resident remembers one 
out of every four outdoor posters 
with a representative showing, ac- 
cording to the first report in the 
Continuing Study of Outdoor Ad- 
vertising by Field & Peacock As- 
sociates in Los Angeles County 
(AA, April 25). 

The May study, first in a series 
by Field & Peacock, a Los Angeles 
research organization, included 36 
posters in five classifications: au- 
tomobile, gasoline, oil, wine and 
beer. The average respondent re- 
membered nine of the 36. 

Automobiles topped the field in 
terms of “awareness,” with aver- 
age ratings of 50% for men and 
38% among women. Beer was sec- 


SPECIAL BOOK ORDER FORM 
or Advertising Age readers 


The five books and the one special Research Report listed on this form have been compiled from past issues of 
ADVERTISING AGE and are now being offered as a special service to ADVERTISING AGE readers. 
To secure any or all of these books, just fill-in the bottom portion of this form completely, and return it promptly, 


along with your proper remittance. 
SALESENSE IN ADVERTISING 


Perhaps one of the most fascinating things about the advertising business is that all of the best ideas seem to be 
the simplest — the ones that are based on good common sales sense. That's one reason why this booklet (a col- 
lection of articles written for ADVERTISING AGE by James D. Woolf) is so interesting. In a friendly, almost ‘‘folksy"’ 
style, Mr. Woolf cites true-story cases to bolster his belief that the best advertising ideas are successful only because 
they hit hard with fundamental selling principles. Mr. Woolf knows whereof he speaks. For many years a vice- 
president of J. Walter Thompson Company, he is now retired. Recognized as one of advertising's great creative men) 


THE MUNCIE STORY 


picture 


he has written millions of dollars worth of copy and numerous books. His ‘‘SALESENSE IN ADVERTISING" 
column appears regularly in ADVERTISING AGE 


75¢ 


b'y baheeeh 64neS Shae Each 


Presents an intensely interesting ADVERTISING AGE study cf retail trade in Muncie, Indiana, the famed'' Middletown" 
of America. It brings you the results of hundreds of interviews among retailers, consumers, bankers . 
into sharp focus the broad changes that have taken place, and are taking place, on Main Streets throughout America. 
In addition, this informative book contains a wealth of material bearing on America's current distribution 


75¢ 


How LEVER 


Each 


INSIDE STORIES OF AMERICA’S GREATEST MERCHANDISING ORGANIZATIONS 


This fascinating book tells the complete success stories of TEN of the nation's greatest merchandisers. 
BROS. is spending over $2,000,000 to test advertising . . . how REXALL DRUGS is setting forth to dominate all drug- 


dom .. . how KAISER is merchandising more than 1,000 products .. . how FORD, GENERAL MILLS, DOUGLAS 
es Ce, SUCRE GD GPUUUINE GOT WIDOD GUNES. 2 occ cc cece csccscccseeteecscsngetsorees Each 


HOW TO MAKE YOUR ADVERTISING PAY OFF 

In this book, you'll find many ways to do a better job of advertising and selling. You'll read how to introduce a new 
salesman to a territory . . . how to dramatize the use of testimonial letters . . . successful action-closing phrases for 
your sales letters . . . actually hundreds of proven advertising and selling practices thet are ‘‘paying off" 75 
for alert companies. (Compiled from the column, “THE PAY-OFF")... 0.0.0... 05 c cece eee eee ennee Each C 
THE CREATIVE MAN’S CORNER 

When you turn the pages of this new book you turn the pages on some of America's most talked-about advertising 
and selling campaigns of the past several years. You see the actual layouts . . . read the copy .. . watch the parade 
of outstanding magazine and newspaper ads. You feel the pulse of America's marketing genius! But you see the 
flops, too. No holds are barred — the good is praised, the bad is damned! You may not agree, but you will 75 
be interested! (Compiled from the column, “THE CREATIVE MAN'S CORNER")................222055. Each C 
AGENCY FUNCTIONS AND COMPENSATIONS 

This special report, undertaken by the editors of ADVERTISING AGE, is the most detailed and thought-provoking study 
ever attempted — about the services that advertising agencies perform — and the methods by which they receive 
compensation. It gives factual answers to questions, such as: ‘What services can | get from an advertising agency? 


... Which are rendered ‘free’ in return for established commissions . . . which are regarded as ‘extra’ to be 75 
BT Pee ee PE ee er CREOLE TL ET TET TATTLE TEE Tee Each Cc 


MAIL THIS HANDY ORDER FORM TODAY 
MONEY REFUNDED IF NOT COMPLETELY SATISFIED 


Circulation Department ADVERTISING AGE 
100 E. Ohio St., Chicago 11 


Please send me the following: 
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ond, with 37% of the men and 
32% of the women. Gasoline was 
third, with 28% ‘‘awareness’”’ 
among men and 21% among wom- 
en. These ratings, however, were 
not related to the total number of 
boards in each classification. 
Ranking behind these products, 
in order of awareness, were: wine, 
motor oil, soft drinks, bread, cig- 
arets, dairy products and whisky. 


@ Top three automobile posters 
were those of Ford, Nash and 
Chevrolet, in that order. Percent- 
age of the total who recalled them 


(after all four methods were 
used) was: 

Men Women 
Ford 65 52 
Nash 49 52 
Chevrolet 38 26 


First three among gasoline post- 
ers were: 


Men Women 
Shell 58 45 
Chevron 
(Standard) 39 25 
Mobilgas (General) 
Petroleum) 38 25 


Beer company leaders were: 


Men Women 
Eastside 48 42 
Lucky Lager 44 36 
Acme 40 38 


Topping motor oil boards were 
those of: 


Men Women 
Triton (Union 
Oil) 36 24 
Mobiloil 24 28 
RPM 
(Standard) 19 12 
Wine poster leaders were: 
Men Women 
Roma 31 33 
Petri - 17 21 
Ambassador 8 6 


ws The research organization used 
an area sample of 1,000 homes, 
and the interviewers used both 
the unaided recall method and 
several types of aided recall. It 
was found that 99% of the men 
and 98% of the women remem- 
bered at least one of the boards, 
and the number of respondents 
who “remembered” boards not 
actually shown was negligible. 

When posters were ranked, on 
a weighted basis, by the brand 
awareness, product awareness, and 
the poster days (number of boards 
times number of days shown), the 
top over-all poster was that of 
Lucky Lager. Leaders in the other 
categories were Ford, Shell (gas- 
oline), Triton (oil) and Petri wine. 

The second study, for June, 
will include the same five product 
classifications plus soft drinks and 
trucks. 


Chevrolet to Sponsor 
‘Inside USA with Chevrolet’ 


Chevrolet Motor division of 
General Motors Corp., Detroit, 
will sponsor a new musical revue, 
“Inside USA with Chevrolet,” over 
CBS-TV starting Sept. 29 at 8:30 
p.m., EST. Campbell-Ewald Co. is 
the agency. 

Columbia, however, reportedly 
lost in the race to sign Old Gold’s 
“Original Amateur Hour” because 
of station clearance difficulties. 
The telecast, carried currently on 
DuMont, now seems set to switch 
to NBC in the Tuesday 10 p.m., 
EST, time spot this fall. Lennen & 
Mitchell handles this account. 
American Broadcasting Co. has the 
AM version of this Old Gold pro- 
gram. 


57 Pages Carried in 
July ‘Field & Stream’ 

Field & Stream reported 46.7 
pages of advertising in its July 
issue, and this figure was carried 
in the AA tabulation last week. A 
recheck by Field & Stream indi- 
cates that the figure should have 
been 57 pages, rather than 46.7 
pages. 


Wonder-Bra Names Kahn 

Wonder-Bra Co., New York, has 
appointed George N. Kahn, Inc., 
New York, for a program of trade 
advertising and spot promotions in 
specialty and department stores. 


Advertising Age, July 25, 1949 


Outdoor Advertising 
for ‘50 is Reported 
70% to 75% Booked 


New YorK—Between 70% ani 
75% of the outdoor industry’s nz - 
tional advertising for 1950 is a)- 
ready in, and this is almost ident - 
cal with the percentage of 1949 
business placed this time a year 
ago, K. H. Fulton, president c{ 
Outdoor Advertising, Inc., one cf 
the industry’s leading trade group.:. 
is quoted by the Wall Street Jour- 
nal as saying last week. 

The New York daily in a fea- 
ture article by J. Howard Rutledge 
states that “advertising agencics 
back up Mr. Fulton. The volume 
of national outdoor advertising 
placed at this time for 1950 is esti- 
mated ‘between 75% and 80%’ by 
John Paver, president of the Na- 
tional Outdoor Advertising Bu- 
reau, an organization set up by 
agencies to route their clients’ 
business to ‘plants.’ 


s “National advertising accounts 
for 70% of over-all outdoor space,”’ 
Mr. Rutledge states. “It’s chipped 
in by 632 advertisers headed by 
such firms as Coca-Cola (‘The 
Pause That Refreshes’), Gulf Oil 
(‘The Pride of the Thrifty’) and 
Ford (‘There’s a Ford in Your 
Future’). Local advertising—the 
other 30%—is rolling in just as 
fast from small bakeries, breweries 
and other firms with single com- 
munity markets. 

“The picture of clear 1950 skies 
for outdoor advertising firms,” 
writes Mr. Rutledge, “has one 
cloud. The great bulk of poster ad- 
vertising is placed on a 90-day 
cancelation basis. A sharp drop in 
business generally, outdoor men 
concede, could blot out a lot of the 
1950 business. Barring such an up- 
heaval, they anticipate only minor 
cancelations.” 


a While television has made in- 
roads on outdoor advertising, not- 
ably in the case of Texaco, which 
“had been spending an annual $1,- 
250,000 on the ‘boards,’ ” and which 
early this year canceled all its 
outdoor contracts after it decided 
to sponsor Milton Berle on video, 
Mr. Rutledge says, outdoor men 
do not believe that television will 
“cut as wide a swath through their 
client ranks as radio did. Soap 
companies, once important poster 
advertisers, now prefer radio. To-~- 
bacco companies, at one time 
probably the biggest outdoor users, 
similarly cut down sharply when 
radio wooed them. 

“But outdoor men view radio’: 
competition as a partial blessing,’ 
Mr. Rutledge says. “It made them 
get out and hustle for more clients 
Today these fall into wider di- 
versification than ever before. 

“Biggest users are the automo- 
tive and oil groups (cars, trucks 
accessories, anti-freeze, gasoline 
and oil), which account for 37% 
of all national outdoor advertising 
Next come beverages (soft drinks 
coffee, tea, beer, wine) with ; 
34% representation. Foods (flour 
bakery and dairy products) con 
tract for 18% of national space 
and the other 11% is taken by : 
miscellaneous category rangin: 
from home appliances to swin 
suits.” 


Launches Shoe Campaign 

Mutual Shoe Co., Marlbor:, 
Mass., has launched a _ nation: 
campaign in Glamour and Vogu 
for its Foot Flairs division. Silto 
Brothers, Inc., Boston, is th: 
agency. 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY’ 


» UNIQUE POINT-OF-SALE 
- CAR-CARD HOLDER 
<- CARDISPLAY CO. ; 

1004 MARQUETTE AVE., MINNEAPOLIS, MINN 
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_ FORBES facilities can meet 
unusual demands... See 
other side for International 

Harvester case history. 
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1949 Calendars 


4-WAYS for 
INTERNATIONAL HARVESTER © 
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Facilities and skill acquired through nearly 90 years’ 
service to American industries enables Forbes to 
meet client demands—large and small, regular and 
unusual. For example, these four 1949 International 
Harvester calendars—all different in purpose, in 
concept and in execution: 


¢ Giant Industrial Pictorial 

¢ General use 6-page Pictorial 
¢ Utility 3-months-to-a-leaf 

¢ Human Interest Safety Pictorial 


Forbes can produce a calendar for you which will 
be entirely YOURS, to present YOUR story YOUR way. 
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NEW YORK - CHICAGO - CLEVELAND - ROCHESTER, N. Y. 
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Sept. 11-15. Advertising Spec- 
alty National Association, 46th 
innual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
f Magazine Publishers, 30th an- 
jual meeting, Essex and Sussex, 
spring Lake Beach, N. J. 

Sept. 17-18. Seventh district, 
Advertising Federation of Ameri- 
‘a, Baton Rouge, La. 

Sept. 17-20. Mail Advertising 
Service Association International 
‘onvention, Congress Hotel, Chi- 
‘ago. 

Sept. 18-20. Tenth district, Ad- 
vertising Federation of America, 
Biltmore Hotel, Oklahoma City, 


Okla. 
Sept. 18-20. New York State 
Publishers Association, annual 


meeting, White Face Inn, Lake 
Placid, N. Y. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Sept. 29-30. Newspaper Adver- 
tising Managers’ Association of 
Eastern Canada, second annual 
convention, Mount Royal Hotel, 
Montreal. 

Sept. 30. Sixth district, Adver- 
tising Federation of America, Ra- 
cine, Wis. : 

Sept. 30-Oct. 2. Inter-City Con- 
ference of Women’s Advertising 
Clubs, Cleveland. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 10-12. Association of Na- 
tional Advertisers, annual meeting, 
Waldorf-Astoria, New York. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of Cir- 
culations, annual meeting, Drake 
Hotel, Chicago. 

Nov. 4. Fifth district, Advertis- 
ing Federation of America, Indian- 
apolis. 

Nov. 11-13. Southwestern Asso- 
ciation of Advertising Agencies, 
Tulsa Hotel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Adver- 
tising Association of America, 54th 
annual convention, Hotel Book- 
Cadillac, Detroit. 


A. B. Shea Elected Head 
of Pan American Airways 


Andrew B. Shea has been elected 
president of Pan American-Grace 
Airways, Inc., (Panagra), New 
York, upon the retirement of Har- 
old J. Roig. Mr. Roig will continue 
as vice-chairman of W. R. Grace 
& Co., half owner of Panagra. 

Mr. Shea is a director and a 
senior vice-president of W. R. 
Grace & Co. Prior to becoming 
vice-president of W. R. Grace & 
Co., he was manager of that com- 
pany’s business in Peru. 


Ofters Fashion Show Package 


Elizabeth Mackintosh & Associ- 
ates, New York, newly formed 
publicity agency, is offering a fash- 
ion show package to fashion man- 
ufacturers and retail stores. The 
service includes the staging of 
seasonal fashion shows, with na- 
tional publicity coverage. 


Goodall Names Lippman 


Dan C. Lippman, formerly in 
charge of fabric development for 
Celanese Corp., has been named 
vice-president and director of mer- 
chandising and sales of Goodall 
Co. He will make his headquarters 
in the Palm Beach office in New 
York. 


Concordia Names Ridgway 


Concordia Publishing House, St. 
Louis, publisher of books, has ap- 
pointed Ridgway Co., St. Louis, to 
handle its advertising. National, 
religious and class magazines will 
be used. 


ABC Adds ‘Flooring’ 


Flooring, New York, monthly 
business paper serving the floor- 
ing industry, has become a mem- 
ber of the Audit Bureau of Circu- 
lations. 


Walter Clissold Named V. P. 


Walter N. Clissold, eastern edi- 
tor of Bakers’ Helper, published by 
Clissold Publishing Co., has been 
elected vice-president of the com- 
pany. He makes his headquarters 
in the Washington office. 


AMA Chapter Elects Reynolds 


Robert W. Reynolds, account 
executive of Sutherland-Abbott, 
Boston, has been elected president 
of the New England chapter of the 
American Marketing Association. 


Drops Brewing Account 

The advertising account of Grace 
Brothers Brewing Co., Santa Rosa, 
Cal., has been resigned by R. D. 
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Irving Advertising Agency, San 
Francisco, effective Aug. 15. No 
announcement has been made of 
the appointment of a new agency. 
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Gives you a better value, dollar 
for dollar, than any other medium 


"GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
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bright as they are right now 


market of South Dakota. Retail sales are up 
392%, over 1941. This phenomenal upward 
trend has now placed South Dakota in second 
place for retail sales in the mid-west or 81°, 
above the national average. You bet, “‘thar’s 
gold to be got in South Dakota’”’. 

Right now, more than six billion, three- 
hundred and sixty million dollars are being 
spent on the huge Missouri River Plan. This 
gigantic project will directly influence 97°; 


N rich, responsive SOUTH DAKOTA 


South Dakota Dailies stand alone, unchallenged by any out-of-state metropolitan 
newspaper. Being locally managed and edited, they get thorough readership. For 
test campaigns, special promotions, for sustained dominance of this rich, respon- 
sive market, South Dakota Dailies get the gold in sales. You see, 9 out of 10 South 
Dakota families are constant readers of these powerful organs. 


THERE’S A FUTURE IN THIS RICH SOUTH DAKOTA MARKET... 


Never before have the prospects been as 


in the golden 


of the state’s area when it’s completed. It 
will provide 800,000 additional kilowatts of 
electricity and irrigate 750,000 acres with 
the Oahe Dam alone! Yes, South Dakota’s 
future is secure! Already a state of diversi- 
fied industry and agriculture, South Dakota 
will soon have a flood control, navigation, 


outh Dakota Dailies Advertisers 
9 out of 10 Families-torh rural and urban 


Hah 
satecne 
geet oF 


South 
1941. 
West 
Sales 


Get Y' 


irrigation and power deveiopment program 


record prosperity. 


PRAIA I 8 NE "ELL ALL AAO EO ENS LDR A ALLIED EI, 


The South Dakota Dailies Comprise Six Locally 


Maneged and 


Serving the Six Primary Markets of South 
Dakota . . . Both Rural and Urban. 


completed which will further its growth and 


Reach this rich market the ONLY WAY 
.. with the SOUTH DAKOTA DAILIES. 


Locally Edited Newspapers 


and decentralization. Abundant re- 
sources and friendly American labor 
encourage the growth of industry in 


major railroads and backed-u 
one of the nation’s finest highway 
systems. . 
Opportunity”. Take your vacation in 
this “Land of Infinite Variety’? and 
discover its splendor and prosperity 
for yourself .. OR WRITE TODAY. 


Dakota Retail Sales Are Up 392% Over 
South Dakota Ranks Second in the Mid- 
for Retail Sales Increase. South Dakota 
Are 81%, Above the National Average. 
our Share of This Rich, Responsive Market! 


There's Opportunity in 
Friendly SOUTH DAKOTA 


Alert manufacturers and distributors 
are considering South Dakota’s many 
advantages in planning expansion 


this friendly state. Served by eleven 
by 


. here’s the ideal “Land of 
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‘P. I.’ Deals: A Long Step Backward 


Donald Withycomb, president of Direct Radio Sales, Inc., is ex- 
hibiting some of the American ingenuity of which we are so justly 
proud, in cooking up his new scheme for signing up manufacturers who 
will agree to let radio stations sell their merchandise, on a c.o.d. 
basis, and in return collect 30% of the retail price of the articles sold. 

The National Association of Radio Station Representatives does 
not, however, think much of Mr. Withycomb’s ingenuity. Neither do we. 

The radio station representatives indicted the plan on 11 counts— 
all sound. “Per inquiry” deals have plagued the radio industry for a 
long time, but none has been so ambitious, nor so seemingly well or- 
ganized, as Direct Radio Sales, Inc. It is our hope that radio stations 
will resist falling for the plan, for the reasons outlined by the repre- 
sentatives’ association, as well as others. 

Since there have been advertising media, there have been adver- 
tisers who tried to make deals for space—paying on the basis of a 
commission on goods sold, rather than at card rates. It is strange that 
this old gag of putting advertising media into the retailing business— 
a gag which has been pretty well eliminated by all the “older” media— 
should now attempt a large-scale rebirth in radio. 

The insidious part of the “per inquiry” or “per sale” deal is that 
to many it sounds logical and sensible at first. But a little reflection 
indicates that there is nothing either logical or sensible about it. 

Two basic things constitute an advertising message, printed or 
spoken: the audience and the message. It is the function of an adver- 
tising medium to gather the audience; it is the function of the adver- 
tiser, or his agency, to deliver the message. The audience delivered by 
any medium should be the same for all advertisers using that medium; 
the message delivered will vary with the skill, taste and desires of the 
advertiser. 

Successful independent media are built by performing the func- 
tion of an advertising medium, fairly and equitably for all advertisers 
who desire to use that medium. Successful, independent media—able 
to deliver an audience for an advertiser—are just as important to ad- 
vertisers as advertisers are to media. 

Per-inquiry and per-sale deals destroy the media structure, even 
if they do not violate the law. Sensible advertisers and media will have 
nothing to do with them. 


‘People Don’t Analyze Copy Like Admen’ 


In recent weeks an interesting discussion has been taking place 
in our Voice of the Advertiser columns. It was started by a Detroit ad- 
vertising man who referred in very unflattering terms to an adver- 
tisement published by a Seiberling tire dealer in Salisbury, Md. 

The advertising agency which placed the dealer ad jumped hotly 
into the fray with a spirited defense of its copy—and figures to back 
up its contention that the ad was a good one. 

Norton Weber of Meldrum & Fewsmith, Cleveland, account ex- 
ecutive on the Seiberling account (who had nothing to do with the ad 
in question, which was a purely local matter), also did some investi- 
gating, and discovered that the Salisbury dealer was more than pleased 
with the results of the ad in question. In fact, the dealer wrote to the 
Seiberling district manager in Philadelphia: 

“Our business in both capping and tires has been up every month 
since we ran this new copy. The increases run up to 32%, not counting 
the increase in foot traffic. We are satisfied...” 

But what we liked particularly about this tire dealer’s letter was 
one sentence—one sentence that every advertising man ought never 
to forget: 

“People don’t analyze copy as an advertising man does, but they 
feel we are interested (in their safety) and with that in mind they 
have come in.” 

Hearken, all ve admen, to the voice of the people. 
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—Electrical Merchandising 


“It says toast is done.” 


Gitchee Gimmee 


On the shores of Gitchee Gimmee 
By the shining Hudson River 
Comes the time of big vacations, 
Comes the urge to flee the city. 
Then the denizens of Manhattan, 
Speed by train, plane and Kaiser, 
To the Wilds of Old Westchester, 
To the Katskills, Adirondacks, 
To the Cape, the shore, the moun- 
tains. 

They are lured by slick promotion, 
Of the Dude Ranch and the Ocean, 
“Here there is no phony pony, 
Here is genuine range cookery, 


Swing your reata at Rancho 
O’Riley, 

Located Somewhere South of 
Scarsdale.” 

This is an annual phenomenon, 


Comparable to the march of lem- 
mings, 

Or the upward surge of salmon, 

Through the gorge of the Colum- 
bia. 

They'll return a fortnight later, 

Sadly broken in purse and spirit, 

Festered, sunburned, poison-ivied, 

Only waiting for a rematch. 

—Astur the Astrologer 


Philistine’s Corner 

The Ad-libber has been watch- 
ing the campaign of the Container 
Corp. of America for some time, 
and fuming quietly. 

The latest ad in the series, which 
depicts Texas by showing a steer 
skull, with a rattlesnake wound 
‘round it, is a stopper in anyone’s 
book. 

But in our book it’s no ad for 
paper boxes, which would seem 
to be its function, it’s nothing sen- 
sational from an art standpoint, 
and it also shortchanges Texas. 

Texas, Container will discover, 
is hardly a barren land of stripped 
skulls and sidewinders. The artist 
was considerate enough to throw 
in the Lone Star and a bluebonnet, 
but he’d better dig into an adobe 
fort somewhere and prepare for 
a second Alamo. 

Why, where is Glenn McCarthy, 
and his Shamrock rooted in oil? 
Where is Neiman-Marcus, which 
manages to do a fine traffic in 
furs in a town where furs are 
about as necessary as portholes on 
a Model T? Where is Texas A&M, 
which turns out engineers, reserve 
officers and football teams (not 
necessarily in that order)? 

Where is the baked plain of the 
Panhandle, a griddle in summer, 


and in winter the home of the 
Norther? Where are the girls, 
without which half the model 


agencies in Manhattan would have 
to close their ornate doors? 

Where, for that matter, is the 
San Jacinto monument, or the 
Alamo, or that famous remark 
that “if the United States goes 
to war, Texas will go with her?” 

Where is lovely Camp Wolters, 
to which a number of soldiers pre- 
ferred some of the dreariest rocks 
in the Pacific? Where is Randolph 
Field? And where is the Texas 
League, which plays the only base- 
ball we ever saw where horses 
would have been a help? 

Where is the broad-brimmed 
cattleman’s hat, the tooled leather 
boots and the voice you can hear 
from the Rio Grande to the Red 
River? 

Where are the oil wells, the 
cotton fields and the hustling port 
cities on the Gulf? 

Aw, c’mon, Container, do it over. 
And don’t try to get it on a single 
page—use a spread. 


Jottings 

If you haven’t been near the 
Stork Club lately, you’ll be en- 
chanted to know it has a kind of 
blue plate special for $4.75, served 
BC & BT, which means before cur- 
tain and before taxes. Also, the 
Stork has six new rooms for pri- 
vate parties, and its owner, Sher- 
man Billingsley, along with Mor- 
ton Downey and Steve Hannagan, 
the high voltage press agent, im- 
ports Parfums Le Galion, fea- 
turing Sortilege (“preferred at the 
Stork Club’) which seems natural 
enough under the circumstances... 

Odd letter from Elting Bros., 
New York: “We understand that 
various publicity releases concern- 
ing this packaging [of the com- 
pany’s sox, Ironhose] are being 
sent to numerous magazines... 
These... have not had our approval 
and we request that none of these 
releases be published without ap- 
proval of this office...” 

Bolex advertises “For the one 
movie maker in 10 who really 
wants the best pictures,” and the 
Ad-libber fervently hopes the ad 
is read in Hollywood... 

Also, any Motorola employe who 
is hospitalized has only to ask a 
benevolent employer to secure a 
Motorola TV set to use during the 
entire period of hospitalization... 
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Rough Proofs 


An oasis has sprung up in th 
former desert as for the first tim: 
more or less thirsty Kansans ar: 
having a chance to read whisk: 
advertising in their local news 
papers. 


A point-of-purchase designe 
tells advertisers he can act “as a: 
aspirin to your display headache. 

It’s a good idea, if the employe 
doesn’t happen to be Alka-Seltze: 
or Anacin. 


“Will your income increase this 
year?” an advertiser looking for 
salesmen asks very pointedly. 

Well, the outlook will improve 
almost directly with the increase 
in expenses for shoe leather. 


The Formfit Institute says Sep- 
tember is the best selling month 
for corsets, accounting for 21% of 
the annual volume. 

Apparently summer is the ac- 
cepted time to unlax. 


. 


If Marshall Adams’ plan to an- 
alyze inquiries through dealers as 
“good” or “n.g.” is generally 
adopted, media managers will be- 
come even more nervous than they 
are already. 


Joe Wagner, who started with 
Scholl Mfg. Co. 25 years ago, is still 
going strong, with the aid, of 
course, of Dr. Scholl’s foot com- 
fort products. 


Speakers with a line of sure- 
fire stories should make certain 
before accepting invitations to ad- 
dress luncheon clubs that they are 
not following on the heels and 
howls of Gene Flack. 


The Old Professor says he sees 
The American Weekly is going to 
accept classified advertising, and 
he wonders if that national English 
newspaper which carried classified 
exclusively is still going. 


Colgate defends its toothpaste 
with full-page newspaper ads as- 
serting that caries (cavities to yo") 
is avoided best by brushing teeth 
right after eating. 

Is it still true that a clean tooth 
never decays? 


Since most people are away from 
home from breakfast to dinner 
time, there may be an opportunity 
for chewing gum advertisers to 
step right into the midst of the 
dentifrice debate. 


The Senate appropriations com- 
mittee has been investigating the 
agency appointment of the Army 
and Air Force, and reading the 
testimony seems to indicate that 
brass knucks are in style again. 


Olsen and Johnson’s new funza- 
poppin’ television show for Buick 
may have a chance to become a 
big success if it doesn’t blow out 
too many fuses in the receiving 
sets. 


Copy Cus. 
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Scat 72a Of Lie 


You don’t have to be a scientific American to understand about bees and flowers. 
Cross fertilization, as everyone knows, is essential if new flowers are to grow. The 
same is true of ideas. Ask the scientific Americans—they’re experts in ideas. They 
will tell you that it is the vital traffic in ideas between the special fields of science 
that starts the really spectacular advances in engineering and research. A scientific 
American has got to keep abreast of new developments in every branch of science. 

That’s why the new sciENTIFIC AMERICAN—the first magazine to cover a// of science 
—is the favorite required reading of research men, engineers and science-minded 
executives in every center of research and industry in America. Each one of them 
has more trade and professional journals in his own field than life has time for. 
But all of them depend upon the new SCIENTIFIC AMERICAN to give them an authorita- 
tive, interesting and understandable picture of the principal advances in fields 
outside their own. 

Here’s new efficiency and power for industrial advertising. In the subscription 
list* of the new SCIENTIFIC AMERICAN you will find the scientific Americans singled 
out for the first time and assembled in a single audience. For the first time you can 
reach the scientific Americans for all fields in the pages of a s‘ngle magazine. 

*The punch-holes in the SCIENTIFIC AMERICAN Subscriber's Identity 
Card record his title, profession, company and industry. Write to 


SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., to see 
the business machine breakdowns of our subscription list. 
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Oakland  .nncccccccecccnee 


Atlanta areas, although scattered 
cities reported gains over last 
year’s sales. 

Except for the northern tier of 
industrial states and those on the 
West Coast, declines from year to 
year were minor. 

In past years, the first weeks of 
July always have witnessed the 
low point in buying for the year. 
It is probable that the same pat- 
tern will be repeated this year and 
that the index will increase 
relatively steadily from its pre- 
sent 202 to around 550 or 575 at 


Christmas. 
% Change pore 1949 


Wk. 

Federal Reserve — of July 
District and City Apr. May 9 
UNITED STATES —+ —5 7 
Boston District .... o —1 4 
New Haven .... 3 —§ —16 
Boston ........... 2 4 6 
Springfield 1 4 —11 
Providence . —3 9 —14 
New York District — — —tl 
Newark . 6 -12 15 
Buffalo 1 1 8 
New York 6 10 11 
Rochester 5 7 10 
Syracuse 7 3 4 
Philadeiphia District . —3 i ——¥ 
Philadelphia . . 5 2 -9 
Cleveland District ...... —1 —4 — 
Akron . ‘ l —6 —2 
Cincinnati ~4 4 6 
Cleveland -l —1 --9 
Columbus 2 -2 -2 
Toledo ..... 0 —3 9 
Pittsburgh . 2 6 7 
Richmond District --4 — 4 3 
Washington . 4 1 13 

( Advertisement J 


Named by Norton Gemnens 


has been named 
plants engineer of the Norton Com- 
pany Worcester, Mass. Mr. Hardy reads 


Allan F. Hardy, Jr., 


The Wall Street Journal every day. 
So do 65,039 other business men en- 
gaged in manufacturing. The Journal’s 
daily reading audience of 233,123 finds 
this publication helps in buying and 
other management problems. If this 
audience of business leaders is a mar- 
ket for your goods or services, The 
Wall Street Journal is your most ef- 
fective advertising medium. 


REVEALS HUGE 
IMMEDIATE 
MARKET! 


Heavy Expenditures 
for Expansion and 
Remodeling 


So that manufacturers and their adver- 
tising agencies might have up-to-date mar- 
ket information INSTITUTIONS Maga- 
zine is continually resurveying the entire 
institutional field. Personal interviews 
with executives and managers of all types 
of institutions in various parts of the 
country reveal that many of their facilities 
have been out-grown or out-moded. In 
order that these institutions may continue 
to serve the demands put upon them, ex- 
tensive remodeling, expansion, refurnish- 
ing and new construction have been 
planned to meet these requirements. 


$9,028,409,000 Present Market 


To supplement personal 
mailed questionnaires were recently sent 
to nearly 40,000 institutions including 
hotels, restaurants, hospitals, railroad sys- 
tems, air lines, schools, colleges, YMCAs, 
YWCAs, industrial cafeterias, clubs, of- 
fice buildings, and other public and pri- 
vate institutions. Preliminary tabulations 
indicate that well over $9,028,409,000 
will be spent within the next twelve 
months for new construction, remodeling, 
refurnishing, re-equipping and mainte- 
nance. This figure, of course, does not 
include the huge figure expended for 
food in serving over 63,000,000 meals 
daily in these institutions. 

Written comments from Institutional 
executives, operators and managers have 
indicated the vital necessity for maintain- 
ing their plants at the highest levels of 
efficiency and service. This requires the 
best in food products, food serving equip- 
ment, furnishings and decorations, main- 
tenance equipment and chemicals, and the 
thousand and one other products needed 
by today’s institutions. 

The complete results of this survey in- 
dicating the potential for the great variety 
of products used in today’s most active 
market, will shortly be available to manu- 
facturers and their advertising agencies. 
For your copy write to INSTITUTIONS 
Magazine, 1801 Prairie Avenue, Chicago 
16, Illinois. 


interviews 


the 


INSTITUTIONS MAGAZINE 
AGAIN RECEIVES 


2 FIRST AWARDS 
for EDITORIAL EXCELLENCE 


In the 1949 Competition in which hundreds of business publications took par! 
INSTITUTIONS Magazine was the only publication to receive two first awards 


Photograph shows Mr. O. T 

Carson, Publisher of IN 
STITUTIONS Magazine, ac 
cepting plaques for editoric 
excellence from Mr. Georg: 
J. Callos, Executive Vic 
President, Klau-Van Pieter 
som-Dunlap Associates © 
Milwaukee, at recent Bu’ 
falo Conference of the Nc 
tional Industrial Advertise: 
Association. 


INSTITUTIONS | ‘MAGAZINE ond. 
INSTITUTIONS CATALOG DIRECTORY 
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Federal Reserve Figures on > eas ae t Store Sales Account execs are prone to say, 4 
g P NBC Publishes First “We need the copy yesterday!” NEw 
WaSHINGTON—Department store] , Baltimore ~ a Se Television Rate Card And clients likewise do implore, , eople 
sales for the week ended July 9| “Birmingham .. . a :| National Broadcasting Co., New “We must see proofs the day before!” -ta pe 
dipped to the lowest point since] Miami ........... —4 «9 5| York, has released its television Production men habitually moon, thir 
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Advertising Age, July 25, 1949 


3AB Tells Retailers 
Radio Can Bring in 
Customers for Less 


New YorK—Radio can turn 
,eople into customers for retailers 
:t a per-thousand cost of less than 

third that of .newspapers, 
Maurice B. Mitchell, director of 
tne Broadcast Advertising Bureau, 
.sserted here during a preview of 
his new slide film presentation for 
retailers. 

Titled, “How to Make Customers 
Out of People,” this film is the 
BAB’s first major project to aid 
radio salesmen. Per-thousand cost 
figures, comparing small adver- 
tisements with radio spots, are to 
be prepared for individual mar- 
kets to enable the radio stations 
to make their cases specific. 


a A highly competitive presenta- 
tion with emphasis on radio’s ad- 
vantages over newspapers, the 
film suggests radio as the re- 
tailers’ best buy because: 


1. It enables an advertiser to 
reach a specific audience at a 
specific time. 

2. The average family spends 
5.53 hours daily at the radio com- 
pared to 3.18 with the newspaper. 

3. Broadcast advertising can be 
as speedy and frequent as the 
client wishes. 

4. An advertiser gains prestige 
with his customers because he is 
given credit for the program (ed- 
itorial material) he sponsors as 
well as for the commercial (adver- 
tising). 

National Association of Broad- 
casters members can obtain the 
98-frame strip film, full instruc- 
tions on how to compute compara- 
tive cost figures, and script for $15 
—less than cost. 


GM Appoints Keating V. P. 


Thomas H. Keating, general 
manager of the Chevrolet Motor 
division of General Motors Corp., 
Detroit, has been named a vice- 
president of the corporation and 
a member of the administration 
committee. 


SUCCESS—Here, left to right, are the business leaders who received Horatio Alger 
awards from Kenneth J. Beebe (right), president of the American Schools and 


Colleges Association: Dr. Allen DuMont; 


Earl W. “Madman” Muntz, TV maker; 


L. E. Nadeau, president, Nestle-LeMur; Vincent Riggio, American Tobacco, and Mrs. 


Anna Rosenberg, 


labor consultant. 


Taylor Agency Adds Five 


J. Rike, formerly with Herbert 
Rogers Agency, has been named 
plans chief of J. B. Taylor, Inc., 
Dallas agency. John J. Morrison, 
who formerly owned a commercial 
art studio in New York, has joined 
the Taylor agency as account exec- 
utive. Other new additions to the 


staff are: Dean Lem, formerly with 
William Henson Printing Co., pro- 
duction manager; Philip Wolf, 
formerly with Joske’s of San An- 
tonio, assistant production man- 
ager, and Marguerite LeBoeuf, 
formerly with Frito Co., in charge 
of media, research and adminis- 
trative service. 


In competition with hundreds of other business publica- 
tions, INSTITUTIONS Magazine has again won the recog- 
nition of a jury of top-ranking judges of editorial accom- 
plishments. In 1949 this recognition has come in the form 
of two first awards, and in this respect, is the only publica- 


tion to be so highly honored. 


Of the two received, one of these first awards is for “The 
Greatest Contribution, through Editorial Services, to the 
Field Served.” The other first award was for “The Best 
Graphic Presentation of Editorial Content.” These awards 
tell a convincing story which is of special importance to 
everyone whose interests lie in the field of mass feeding 
and mass housing .. . . they serve once again to demon- 
strate in a tangible way how effectively and thoroughly 
INSTITUTIONS Magazine performs the function for 
which it was established .. . . that of diligently serving its 


readers in all phases of their common interests. 


In acknowledging these additional high honors, the publish- 
ers of INSTITUTIONS Magazine are fully cognizant of the 
challenge the winning of these top awards offers for con- 
tinued outstanding editorial service. As a consequence, you 
can expect even greater efforts to be expended in the future 
by the entire INSTITUTIONS Magazine organization in 
behalf of the institutional field as a whole. 


From the standpoint of those manufacturers whose prod- 


ucts have an application to this broad field, as well as the 


1801 PRAIRIE AVENUE — 
CHICAGO 16, ILLINOIS | 


TO ITS READERS 


advertising agencies responsible for the selection of their 
advertising media, these awards offer further convincing 
evidence of the tremendous reader interest in INSTITU- 
TIONS Magazine .... an interest that is reflected through- 


out the advertising pages of every issue. 


Consult Your Advertising Agency or write direct for com- 
plete details about the institutional field and INSTITU- 
TIONS Magazine, the only monthly publication serving all 


segments of this field. 


eT 


RRESISTIBLE RAISED ROLL FORMULA 


Revie Gough ter Porn, Whole Wheat s Longe Sweet Rails, pager 14. 1° 
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THESE ARE INSTITUTIONS 


Asylums, Municipal and 
State Institutions 
Restaurants and Cafeterias 
Army, Navy and 
Government Institutions 
Office and Public Buildinas 
YMCA's, YWCA's and 
YMHA's 

City and Country Clubs 
Uilities 

Architects, Engineers, 
Decorators and Designers 
Other Institutions 


@ Hotels 

@ Hospitals 

@ Schools 

@ Colleges and Universities 

@ Industrial Cafeterias and 
Restaurants 

@ Jobbers, Dealers, and 
Distributors 

@ Steamship Lines and 
Shipyards 

@ Railway Systems 

@ Airlines 


Each month INSTITUTIONS Magazine reaches the buying and 
specifying factors in the foregoing institutions which make 
up the institutional feld. 


Council Issues 
$46,129 Copies 
of ‘U. S. Miracle’ 


New York—A total of 546,129 
copies of “The Miracle of Amer- 
ica,” the Advertising Council’s 
pamphlet written to give the pub- 
lic a better understanding of the 
American economic system, has 
been distributed to date. 

General Motors Corp. is the 
latest company to circulate “Mir- 
acle,” prepared by volunteer 
agency McCann-Erickson. GM will 
distribute 130,000 copies to its em- 
ployes through the GM informa- 
tion rack service. 

A steadily increasing number of 
companies are distributing the 
booklet to their employes or cus- 
tomers. Among them are Amer- 
ica Fore Insurance Group, Gen- 
eral Foods Corp., J. Walter Thomp- 
son Co., Republic Steel Corp., Am- 
bro Advertising Agency, Kansas 
Power & Light Co., Utah Oil Re- 
fining Co., McCann-Erickson, J. I. 
Case Co., Standard Oil Co. of In- 
diana, Public Service Electric & 
Gas Co., New York Printing Co., 
Esso Standard Oil Co., Collins, 
Miller & Hutchings, and Reader's 
Digest. 

The council also revealed last 
week that (1) J. C. Cornelius, 
vice-president, Batten, Barton, 
Durstine & Osborn, has resigned 
from its board and will be replaced 
by H. G. (Ted) Little, executive 
vice-president of Campbell-Ewald 
Co., Detroit; (2) the council will 
assist in the United Church can- 
vass in November; (3) and it will 
work with the Advertising Re- 
search Foundation for special re- 
search on council campaigns to im- 
prove effectiveness, with Mills 
Shepard, McCall Corp., heading 
the liaison work. 


Koken Names Warner 


Warner, Schulenburg, Todd & 
Associates, St. Louis, has been 
named by Koken Companies, Inc., 
St. Louis, to handle the advertising 
of its lines of barber and beauty 
shop furniture and equipment. 
Trade publications will be used. 


Vitamix Appoints Benham 

Vitamix Corp., Philadelphia, 
manufacturer of chemicals and 
pharmaceuticals, has named Ben- 
ham Advertising, Philadelphia, to 
direct its advertising. Direct mail 
and medical publications will be 
used. 


Win for your product the influence 
and good will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month. 


| 


WATT PUBLISHING CO. 
MOUNT MORRIS, ILL. 


Business Magazine 
for Leaders 
Who TRAIN and 


ADVISE Farmers FARMING 


METHODS 
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ook announces the new 1949 


: + gail fe. ge 


Like other elements in the dynamic American 
economy, advertising values do not stand still, 
but shift and change. New patterns emerge, 
making old ones obsolete. 


In major magazine audiences, these changes 
have been deep and drastic in the past decade. 
Accepted pre-war rankings and patterns of 


Look Post 


Collier's Life 

with RELATIONS 10 

‘ag Ladies’ Home Journal 
— Woman’ s Home Companion 


THE MAGAZINE AUDIENCE GROUP 
Archibald M. Crossley ° j, Frederic Dewhurst 


AURMAR 
wart ae cael - Raymond Franzen « George it 
H. Delano oie 
Paul F Lazarsteld - Elmo Roper Paul 


Supervised by a group of the nation’s recognized, leading 
research men, its field work done by one of America’s larg- 
est and best-known research organizations, the continuing 
Magazine Audience Group Study stands high among the 
most objective and accurate sources of audience data ever 
made available to advertisers. Copies of the 1949 study, just 
completed, are available now. 


azine Audience Study 


OS, OES MEIN IEE, Se eat MEIN ery 
audience coverage simply do not exist today. : 
Dramatic new patterns are here. 

These new patterns are so basic no advertiser wigs 
can afford to ignore them without seriously — 
penalizing the effectiveness of his advertising soy 
dollars. = 
—romcnmae 
THESE NEW PATTERNS are so clearly defined that no advertiser 
can afford not to examine and appraise today’s figures now— 1 
before he makes any media decision whatsoever. 
THESE NEW, POST-WAR PATTERNS EXIST, for instance, in 
regard to such basic considerations as total audiences reached LIFE 
by magazines, and the number and combination of magazines POS’ 
which can deliver the best total audience for the advertiser. LOO 
col 
NEW PATTERNS of great importance exist in regard to numbers 
of advertisement readers delivered per dollar of expenditure in 
the various magazines. 
sue 4 pgs 
NEW PATTERNS HAVE EMERGED as to the existence and im- Pee 


portance of areas of duplication and non-duplication of audi- 
ence reached by the various magazines. 


NEW PATTERNS NOW EMERGE as to most effective coverage of 
woman audiences by the various magazines—in terms of total 
numbers reached, total numbers reached per dollar. 


THESE NEW PATTERNS ARE PRODUCING new concepts among 
advertising buyers. They do this because they are based not 
on new claims or interpretations of magazine intentions—but 
on new, factual insight into what various magazines actually 
do in the lives of people. 


*BEST AND BEST-KNOWN SOURCE of these new data, of course, 
is the continuing study of the Magazine Audience Group. This 
objective study is now in its eleventh consecutive year. The 
tables shown here are based on the newest report in this 
study, just issued. For the complete report, you are invited to 
send your inquiry now to Look Magazine, 511 Fifth Avenue. 
New York 17, N. Y., or call your LOOK representative. 
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The 1949 Magarine Audience Group Study 
helps reveal more clearly than ever the emergence 
of wholly new, post-war trends in magazine audi- 
ence coverage—and the resulting new patterns in 


relative value to advertisers of the leading magazines. 
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Trends in Total Audience by Sex 
MALE READERS 


Trends in Total Magazine Audience 


% Gain or Loss % Gain or Loss 

. 1949 1948 1947 1946 | 1949 vs. 1946 1949 1948 1947 1946 | 1949 vs. 1946 
LIFE 28,700,000 | 27,572,000 | 26,000,000 | 22,550,000 | +. 27.3% LIFE 15,129,000 | 14,892,000 | 13,350,000 | 11,100,000 | + 36.3% 
LOOK 18,453,000 | 17,439,000 | 15,650,000 | 12,650,000 | + 45.9% LOOK 9,187,000 | 9,090,000 | 7,858,000 | 6,450,000 | + 42.4% 
POST 16,982,000 | 15,702,000 | 13,750,000 | 12,700,000 | + 33.7% POST 8,985,000 | 8,314,000 | 7,550,000 | 6,700,000 | + 34.1% 
COLLIER’S | 11,514,000 | 10,341,000 | 11,100,000 | 10,900,000 | + 5.6% COLLIER’S | 6,106,000 | 4,887,000 | 5,900,000 | 5,000,000 | +4 22.1% 

. —— 

Trends in Total Audiences, Top 60% Economic Level Trends in Total Audience by Sex 
FEMALE READERS 

% Gain or Loss % Gain or Loss 

1949 1948 1947 1946 | 1949 vs. 1946 1949 1948 1947 1946 | 1949 vs. 1946 
LIFE 20,980,000 | 20,513,000 | 20,300,000 | 17,850,000 | + 17.5% LIFE 13,571,000 | 12,680,000 | 12,650,000 | 11,450,000 | + 18.5% 
POST 12,787,000 | 11,792,000 | 10,950,000 | 9,900,000 | + 29.2% LOOK 9,266,000 | 8,349,000 | 7,792,000 | 6,200,000 | + 49.5% 
LOOK 12,751,000 | 11,998,000 | 11,550,000 | 8,650,000 | + 47.4% POST 7,997,000 | 7,388,000 | 6,200,000 | 6,000,000 | +4 33.3% 
COLLIER’S | 8,508,000 | 7,539,000 | 8,600,000 | 8,600,000 | -— 1.1% COLLIER’S | 5,408,000 | 5,454,000 | 5,200,000 | 5,900,000 | — 8.3% 
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1949 READERS PER DOLLAR* 


Page rate, 


Black & White 
$ 8,445 
16,100 
11,200 

8,000 


Sea ee 


Number veatlers por dollar 
2185 readers per dollar 
1783 (18% fewer readers per dollar than Look) 
1516 (31% fewer readers per dollar than Look) 
1439 (34% fewer readers per dollar than Look) 


Total Audience 


18,453,000 
28,700,000 
16,982,000 
11,514,000 


LOOK..... 
Fo) ) Pe 
9!) 
COLLIER’S . 


predicated upon an analysis by LOOK, of audience statistics, validated by 
the Magazine Audience Group in a research report entitled 1949 MAGA- 
ZINE AUDIENCE GROUP STUDY, dated July 1, 1949. Copies of this report 
are available on request to LOOK, 511 Fifth Avenue, New York 17, N. Y. 


*The Magazine Audience Group limits itself to basic audience figures. To 
provide advertisers with comparative costs, LOOK has applied the latest 
audience figures against current advertising rates for black and white 
pages, All statements concerning Magazine Audiences are made by LOOK, 
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‘Shopping News’ Moves 

Detroit Shopping News has 
moved its offices to 1025 Brush 
St., Detroit. 


FREE itp or your eds 
ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. EYE*CATCHERS, 
10 BE. 38 St., N. ¥. C. 16. 


Houston NIAA Chapter Elects 


J. Earl Brennan, owner and 
president of the Brennan Adver- 
tising Agency, Houston, has been 
elected president of the Industrial 
Advertising Association of Hous- 
ton, a chapter of the National In- 
dustrial Advertisers Association. 


Erwin, Wasey Moves Branch 


Erwin, Wasey & Co. has moved 
its Minneapolis office from 2530 
Rand Tower to larger quarters at 
523 Marquette. 


—TAPTHE 
RESPONSIVE 


_ MALE MARKET OF 


950,000 


dks 


a 


yer” 


In their clubs nationwide, Elks spend over 


50 million dollars annually for food, bev- 


erages and recreation. For the privilege 


of being Elks, they pay yearly dues in ex- 


cess of 20 million dollars. 


OF:. 


During 1947 alone, 


their recorded con- 


tributions to the well-being of disabled 


veterans, crippled children, hospitals and 


other needy causes exceeded 5 million. 


Truly, The Elks Magazine parades before 


your advertisement a select male market 


—950,000 strong. These are prime pros- 


pects whose median annual combined 
family income is $5,472.33 —twice the 


national average. 


YOU'LL SELL IT, IF YOU TELL IT IN 


THE 


NEW YORK « CHICAGO «+ 


MAGAZINE 


DETROIT « LOS ANGELES 


Toni's Harris Says 
He Has 1% of All 
Drug Chain Volume 


New YorK—R. N. W. Harris, 
who with his brother rolled Toni 
Co. into a $7,500,090 advertiser in 
five short years, in a talk before 
the New York Sales Executives 
has reported on just how good Toni 
really is: 

1. Toni has sold more than 70,- 
000,000 kits to more than 25,000,- 
000 different women; 65% of all 
women in the U.S. who have 
permanents get them at home with 
a wave kit. 

2. Toni in 1948 accounted for 
1% of total drug chain business in 
the U.S., and 1.3% of total whole- 
sale ‘drug business, and 0.7% of 
the total sales of leading syndicate 
5 & 10¢ stores. 

3. Toni concentrates its selling. 
Its salesmen hit the 10,000 largest 
traffic units every six weeks, the 
remaining 60,000 twice a _ year. 
Toni figures that a little more 
than hatf of total toilet goods busi- 
ness in the U.S. is done by these 
10,000 stores. 

4. In 1948, Toni spent $7,500,- 
000 in advertising, yet it did no 
national advertising until April, 
1946, and bought its first radio 
show in January of that year. By 
the end of 1946 it had six daytime 
shows, and early in 1948 bought 
its first evening program. 


s 5. The company figures it reach- 
es 82% of all radio homes in the 
U.S. every month with an average 
of 7.2 commercials. 

6. In 1949, Toni will spend $400,- 
000 on basic research, the source 
of the Creme shampoo, Creme 
rinse and spin curler. 

7. Toni Creme shampoo, intro- 
duced a year ago, now has 13% 
of the market. 

8. Toni has fought restrictive 
legislation in 26 state legislatures. 

He also revealed an interesting 
sidelight: In choosing the wave’s 
first package, a group mulled over 
three samples, and tentatively set- 
tled on No. 1. Fairfax Cone, part- 
ner in Foote, Cone & Belding, 
walked into the meeting, and said 
flatly that No. 2 was best. The 
group then realized they were be- 
ing influenced by color alone, 
while Cone—who is color blind— 
saw the package clearly. Rede- 
signed in one color combination, 
the group concurred with Cone, 
picked No. 2, and it has been Toni’s 
package since. 


TV Viewing in New York 
Rises 26% in 6 Months 


Television viewing in New York 
has increased 26% during the first 
six months of 1949 above the last 
six months of 1948, Pulse, Inc., 
reports. This represents a “total 
TV time” gain, largely because of 
the addition of new sets, and does 
not necessarily mean that old TV 
families are spending more time in 
front of the screen. 

In the program type categories, 
sports, feature films, news and 


‘film shorts were taking up less 
‘of the television day, while musi- 
cals, westerns, children’s and wom- 
en’s programs were getting a 
greater share of TV time. Comedy- 
variety and drama remained the 
top-rated program types. 


WPIX Appoints Wade 


Warren Wade, executive pro- 
ducer for the National Broad- 
easting Co. since 1939, has been 
named program manager of WPIX, 
New York, effective Aug. 1. Mr. 
Wade started his television career 
at NBC in 1937 and helped direct 
many video firsts, including a 
pioneer large screen demonstra- 
tion in 1939. 


Agencies Split Schaefer 


Export advertising of F. & M. 
Schaefer Brewing Co., Brooklyn, 
will be handled jointly by Batten, 
Barton, Durstine & Osborn, pre- 
sently handling the domestic ac- 
count, and Robert Otto & Co. 


CBS President Frank Stanton returns Sept. 2 to his alma mater, Ohio 
State University, where he was once a member of the faculty. The occa- 
sion will be summer commencement exercises, at which he will be 
given the honorary degree of Doctor of Laws . .. Lou Shappe, president 
of Shappe-Wilkes, New York agency, is the proud father of a baby gir! 
named Amy Doris. His alert staff has pointed out that her initials spell 
, ped 

Ned Burns, account executive of John O’Rourke & Associates, San 
Francisco agency, has been recalled to active duty in the Army as public 
relations officer on the staff of Gen. Mark Clark. He will rejoin the 
agency on completion of his assignment . . . The Des Moines Register 
and Tribune local display ad manager, Gene McGuire, a member of the 
Polk County Farm Bureau, has been picked to assist the county tax 
board of review in re-appraising farm tax assessments .. . 


BERMUDA BOUND—George E. McGrath of Wendell P. Colton Co., New York, Mrs. 
McGrath and their daughter, Barbara, had their pictures taken as they sailed July 
9 for a holiday in Bermuda. 


John H. Childs, account executive of James A. Stewart Co., advertis- 
ing counsel and public relations, Pittsburgh, will leave for Harvard 
University in September to study for his master’s degree at Harvard 
Graduate Business School, specializing in advertising and sales .. . 

Celebrating his 25th anniversary this month with Station WDRC, 
Hartford, is Station Manager Walter Haase, who has held every job in 
the station’s operation during the past quarter century from announcer 
to station manager... 

George L. Bushfield, vice-president of BBDO, has been named a mem- 
ber of the board of trustees of the proposed Hunterdon Medical Center, 
Flemington, N. J. A Hunterdon County resident, he has been heading 
the publicity and promotion advisory committee in a drive to raise 
$1,200,000 for a new hospital among 38,000 residents of the rural area 
surrounding Flemington ... WINS general manager Eldon A. Park and 
Mrs. Park sailed for Bermuda aboard the Queen of Bermuda July 9... 

“I couldn’t have done it without my husband’s help” is what Melva 
Kingman said when she won her master’s degree at Northwestern Uni- 
versity after seven years’ hard work, enlivened by the care of two young 
children. Her husband is Merle Kingman, managing editor of Industrial 
Marketing, Chicago. 


SALUD AMIGOS—T. J. Maloney (left), partner in Newell-Emmett Co., his wife, and 

Photographer Ewing Krainin board the Moore-McCormack liner S.S. Brazil for 

South America. Maloney and Krainin plan to do stories about the countries they 
will visit, including a feature for Maloney’s own publication, U. S. Camera. 


The Dallas Advertising League switched its regular Friday luncheon 
July 8 to a night tour of the Dallas News’ new plant, with fried chicken 
served in the News cafeteria. Joe A. Lubben, newly appointed business 
manager of the paper, was host. . . 

R. Lee Wagner, media director of W. E. Long Co., Chicago, spoke on 
“Advertising problems of local accounts” last week at the 1949 School 
of Outdoor Advertising, College of Commerce, Notre Dame University 
... Elliott J. Barnett of the ad department of the Hartford Times, retir- 
ing president of the Hartford Junior Chamber of Commerce, has been 
elected to the chamber’s executive committee .. . 

Martin Quigley, once with the Tea Bureau and Earl Newsome, and 
now an associate with Stephen Fitzgerald Co., New York, is the author 
of “A Tent on Corsica,” the first war book to be published by J. B. 
Lippincott. Mr. Quigley drew the story from his experience with the 
Air Force during the war ... 

Marilee Carlson, program director of WITH, Baltimore, was married 
July 2 to Tom Considine of the Lord Baltimore Press . . . 
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TV Engineers Make 
Final Preparations 
for FCC Hearing 


WASHINGTON—Radio experts 
fiom industry and government 
vere busy last week lining up 
technical data for the show-down 
hearing on television which the 
Federal Communications Commis- 
s.on will hold late next month. 

The experts have until Aug. 9 
to file written comments on the 
54-channel system of “nationwide 
competitive” television which FCC 
has worked out as the answer to 
television’s technical difficulties 
(AA, July 18). 

In proposing a two-band sys- 
tem, FCC protected frequency as- 
signments of the 74 stations cur- 
rently on the air and of virtually 
all of the 52 other stations cur- 
rently under construction. 


a Last week, FCC asked engineers 
who are experimenting with high 
radio frequencies to submit any 
information they may have on the 
amounts of power necessary for 
good reception in the 42 ultra 
high frequency (UHF) bands 
which are included in the proposed 
television system. 

The commission also asked 
American Telephone & Telegraph 
Co. and Western Union to provide 
up-to-date information on the pro- 
gress of their plans for inter-city 
television relay systems. 

From last week’s maneuvering, 
it appeared that the possibility of 
color television will be exhaus- 
tively studied at the forthcoming 
session. 

Radio Manufacturers Associa- 
tion, which assisted FCC in work- 
ing out the plan for a two-band 
television service, announced that 
it is setting up a special committee 
to study the system of color in 
various stages of technical devel- 
opment. 


a The color television issue took 
a curious twist as the National 
Bureau of Standards announced 
that it is setting up a special com- 
mittee to provide the Senate in- 
terstate commerce committee with 
expert information on the progress 
of color television. 

The Bureau of Standards com- 
mittee is to visit industrial labor- 
atories and researchers, and report 
this fall to Sen. Edwin C. Johnson 
(D., Colo.), interstate commerce 
committee chairman, and vigorous 
advocate of “color now.” 

The committee will be directed 
by Dr. Edward C. Condon, director 
of the Bureau of Standards, and 
will include Newbern Smith, chief 
of the bureau’s central radio prop- 
agation laboratory; Stuart L. 
Bailey, president of the Institute 
of Radio Engineers; W. L. Everitt, 
dean, University of Illinois College 
of Engineering, and Donald G. 
Fink, editor of Electronics. 


Ed Wynn’‘s TV Show 
To Be Sponsored by Speidel 


Ed Wynn’s 30-minute telecast, 
which is scheduled to start Oct. 6 
at 9 p.m. on CBS-TV, will be 
sponsored by Speidel Co., Provi- 
dence. Cecil & Presbrey, New York, 
is the agency for the program, 
which reportedly will have a talent 
budget of approximately $18,000. 

Mr. Wynn’s antics will be kine- 
s‘oped from Columbia’s Holly- 
v ood station, KTTV, the comedian 
and CBS executives having de- 
cded to gamble on a teletran- 
S‘ribed show during his recent 
visit to New York. Speidel, mean- 
Vhile, has renewed its contract 
for the 8:30-8:45 p.m., EDT seg- 
rient of “Stop the Music” on ABC 
tadio. 


‘VKIX Appoints Bochman 


W. C. Bochman has been named 
nanager of WKIX, 1,000-watt 
‘BS affiliate in Columbia, S. C. 
\ veteran broadcaster, he returns 
‘o the industry after 18 months 
s publisher of a shopper’s guide. 


Transit Radio Transfers 
Pellegrin to New York 


Transit Radio is moving its sales 
headquarters from Cincinnati to 
New York, effective Aug. 8. Frank 
Pellegrin, vice-president in charge 
of national sales, and Loretta 
Kealy, office manager in Cincin- 
nati, will move to New York. Car- 
lin S. French of the Chicago sales 
staff has been named western sales 
manager in charge of the Chicago 
office. William Ensign continues 
as eastern sales manager at New 
York. 


Morrison Appoints Murphy 


W. L. Murphy has been ap- 
pointed sales manager of the new 
agricultural department of Mor- 
rison Railway Supply Corp., Buf- 
falo, which will handle the na- 
tional sales of Sno-Dozers. His 
headquarters for the time being 
will be in Minneapolis. 


Locke Moves Offices 

Dennis C. Locke & Associates, 
visual planning with scale models, 
has moved its offices to 2009 N. 
Lincoln Ave., Chicago 14. 


Jackson Names Colville 


T. R. Colville, formerly in the 
advertising division of the chem- 
ical department of General Elec- 
tric Co., has been named advertis- 
ing manager of the pump division 
of Byron Jackson Co., Los Ange- 
les. 


Halbak Joins BBDO 

Carl D. Halbak, formerly copy 
assistant for Vick Chemical Co., 
New York, has joined the copy 
staff of Batten, Barton, Durstine 
& Osborn, Buffalo. 
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Pachter Adds New Division 

D. A. Pachter Co., Chicago, pre- 
mium distributor, has established 
a sales promotion and sales con- 
test division. 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 
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OECHRATIVE & PEDALTRAL LAMIRATIS 


Plastic Models Display Products 
in General Electric Show Rooms 


i" et get ake 


ee Consolidated Coated Papers Insure 


Striking Displays in Printed Brochures 


With clever plastic models, General Electric builds 
miniature kitchens before the eyes of prospects. 
Interest is stimulated . . . sales increased. 
To display products in print in an equally strik- 
ing manner, substantial quantities of Consolidated 
Coated Papers are used by General Electric; for 
the fine surfaces of this superior enamel insure 
printed reproductions that rival the originals. 


Consolidated Coated 


Papers} 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


The above photograph appeared in the March- 
April issue of a G-E house organ, The Monogram, 


which was printed on Consolidated Coated. 


PRODUCTION GLOSS 
MODERN GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Five Modern Mills 


138 $0, LA SALLE &T., CHICAGO 3 


Manufactured in weights down to 45 pounds 
...and priced in the range of uncoated stocks... 
Consolidated Coated Papers are appropriate for 
a wide variety of printing, either in black and 
white or four-color process. 


# Reg. U. S. Pats Off. 


SALES OFFICES 
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More Supermarkets 
May Use FM Music 
in Chicago Area 


Cuicaco—Consumers Aid, in- 
store FM broadcasting service 
using the facilities of Station 
WMOR, has made a test installa- 
tion in the Milwaukee-Central 
Super Market, member of the 
Central Grocery Co-op, prepara- 
tory to installing the equipment 
in several hundred large grocery 
stores in the chain. 

Myron S. Lewis, recently ap- 
pointed director of Consumers Aid, 
has announced revised contract 
conditions so that sponsors of the 
FM operation will be able to take 
advantage of short-term contracts 
for special promotions. 

The latest installation is one of 
the first in independent grocery 
stores here. Consumers Aid also 
broadcasts via WMOR to the en- 
tire chain of 153 Jewel Food 
Stores. 

In addition to the broadcasts of 


LOS ANGELES: —*‘Let’s have more of 
Bergen,” said a card we got the other 
day. Our Southern California viewers 
had seen Edgar Bergen in his first TV 
appearance since retiring from radio .. . 
of course, on KTTV. Top drawer talent 
has always been part of our strong lo- 
cally-produced shows here. Hollywood is 
a vast reservoir of singers, dancers, actors 
— gifted entertainers — and we have been 
drawing on all these people to program 
bright, refreshing television. For instance, 
last week such well-known names as Alan 
Mowbray, Sonny Tufts, Billy Burke, Vin- 
cent Price, Marjorie Reynolds and others 
appeared on regularly-scheduled KTT\ 
shows. Then the New York Chevrolet 
dealers bought our “Pantomime Quiz,” 
the first Hollywood production to break 
into the Manhattan market. From CBS- 
TV we have Toast of the Town, Fred 
Waring, Arthur Godfrey and more. The 
point is we're offering our viewers not 
only high-rated network shows . . . our 
local shows are loaded with talent, pro- 
duction know-how, and audience pulling 
power. 


IKE KIDS, we boast of our “parents” 

(because they can be boasted about.) 
KTTV is 51% owned by the Los Angeles 
Times and 49% by CBS. No question 
in anybody's mind that the Times is 
Southern California's leading newspaper. 
And CBS programs certainly have been 
stealing the ratings. That gives us the 
best in network shows... plus the strong 
right arm of this area’s greatest news- 
paper. So we're part of a sound, expand- 
ing local picture that also finds us as 
CBS's Hollywood TV station. 


ANKERS are supposed to have steely 

eyes, at least when asked to part with 
money. When the 35-branch Citizen's 
Bank started the Vienna Philharmonic 
series over KTTV recently, we thought 
that television certainly had arrived. Now 
along comes the world’s largest bank, 
Bank of America, and starts “Kieran’s 
Kaleidoscope” with us on Sundays. You're 
not only in good company on KTTV, but 
. aonpeny that knows how to look at a 
yuck, 


ADIO SALES knows our latest avail- 
abilities. Ask them and get the usual 
speedy reply. 


music and commercials, Consumers 
Aid offers a merchandising ser- 
vice. Each store is visited once 
every two weeks by a member of 
the merchandising staff who 
checks the stock position, display 
and supply, and reports on the 
relative position of a client’s prod- 
uct with competitive products. 


‘Journal’ to Allen-Klapp 


Allen-Klapp Co. has been named 
national representative of the 
Journal, Macomb, III. 


Adler Appoints Bromberg 

Georg Bromberg, formerly with 
Schwimmer & Scott, has joined 
the executive staff of William Hart 
Adler, Inc., Chicago. He will be 
copy supervisor and will work in 
media selection and research. 


Appoints Ren Averill 

The National Association of Re- 
tail Druggists, Chicago, has named 
Ren Averill Co., Los Angeles and 
San Francisco, td represent the 
NARD Journal in the 11 western 
states, effective Aug. 1. 


Town Toast Names Mendte 

J. Robert Mendte, Inc., Phila- 
delphia, has been appointed to 
handle the advertising and sales 
promotion of Town Toast Co., 
Phoenixville, Pa., Town Toast 
cookies. 


Appoints Waterston Agency 

Life Industries Corp., New York, 
has named Waterston Co., New 
York, to direct the advertising of 
its Life flash synchronizers. Mag- 
azines and trade publications will 
be used. 


Advertising Age, July 25, 194) 


Ellis Gets Bank Account 

The Buffalo office of Ellis Ad- 
vertising Co. has been appointed 
to handle the advertising of Far- 
mers & Mechanics’ Savings Bank. 
Lockport, N. Y. Newspapers, radio 
and bus cards will be used. 


Anemostat Appoints Wilson 

C. Milton Wilson, formerly man - 
ager of sales of the Ingersoll di 
vision of Borg Warner Corp., has 
been named sales manager of 
Anemostat Corp. of America, Nev 
York. 
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AMONG TELEVISION’S MOST SUCCESSFUL 
ADVERTISERS ARE THESE SARRA CLIENTS: 
Amion * Anacin * Arrow Shirts & Collars * Ballantine Ale & 
Beer * Bulova * Heed Deodorant * Kolynos * Lewis Candy Co. 


Lucky Strike Cigarettes 


¢ Lustre Creme Shampoo * Miller 


High Life Beer * National Shawmut Bank + R & H Beer 


*AVOID SHUT-I-TIS (pronounced SHUT-EYE-TIS), a new disease 


suffered usually by television audiences bored with television commercials. 
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Jamaica Bank Gives | %°w" and enjoy the program.” The | BBDO Appoints Pinkerton Bib Appoints Dorland 
4. : TV is especially popular with D. V. Pinkerton, formerly direc- Bib Corp., Lakeland, Fla., maker 
ed Customers Video | children. tor of Preserve Industry Coun-|of Bib, an orange juice for infant 
ir - The bank’s new attraction draws oe — been appointed oe —s has named Dor- 
ik, . . its biggest crowds on Monday rector of merchandising of the/|land, Inc., New York, to direct its 
lio While They Wait nights—the only evening it Z Minneapolis office of Batten, Bar- | advertising. Magazines and medi- 

New YorK—The Bayside Na-| open. However, the afternoon pro- ton, Durstine & Osborn. cal journals will be used. 

tional Bank in Jamaica believes in| grams usually have severa] spec- . : 

eeping the customer happy. tators and Alvan B. Fehn, vice- Names Strauchen & McKim : Luft Appoints Updegratt 
n- Its latest innovation for that pur-| president, reports that the bank|, Strauchen & McKim, Cincinnati,| William H. Updegraff, formerly 
i pose is a 16” Crosley television set| recently had to delay closing to ~~ me “—E ~ ho —- - — = Film oy a York, 
as oa oe det team . ows + advertising o uxton Products, | has mn appointed saies man-~ 
7 recently installed in the lobby near permit a little, gray-ha:red lady Cincinnati, manufacturer of water |ager of George W. Luft Co., New 
“ he vaults. There are a few chairs to see the end of the program she | cojcrs, caseins, ink specialties and| York, manufacturer of Tangee 

and signs inviting patrons to “sit! was watching. oil paints. cosmetics. 


idvertising Age, July 25, 1949 
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JECONDS? 


the TELEVISION, twenty seconds can be loaded with a walloping, 
sales-winning message that entertains and delights your potential customers. 
Or, it can be a mighty long and boring blackout.* The answer depends on the 
Television commercial..To get the right answer, many of Television’s most 
successful advertisers and their agencies rely upon Sarra for distinguished 
commercials. They know this dramatic medium requires the skills and tech- 
niques that can only be developed through years of experience in visual 
salesmanship. May we have the opportunity of showing you examples of 


our television commercials, custom-made for sound and sight audiences? 


Sarra— pl 


New York * Chicago * Hollywood 


PHOTOGRAPHIC ILLUSTRATIONS + MOTION PICTURES + SOUND SLIDE FILMS + TELEVISION COMMERCIALS 
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Here’s a ‘7 Billion 
Retail Market... 
and BSN’s 
Dealer Readers 
Sell 85% of It! 


ye Q 


». 


Top “Main Street” eRe 
(1948 sales of 30,000 lumber-building 
material dealers estimated 
at $7 billions) 
7. 
They Sell the 100,000 
Contractor-Builder Market 
(Average total sales per BSN Dealer 
in 1948--$348,000) ; 
* ; 
They Sell Millions of Consumers 
(Home owners, farmers, 
industrial, others) 
+ 
They Sell Everything to Build, 
Remodel, Repair and Equip Homes, 
Other Buildings 
(From nails, lumber and cement to 
major appliances) 
: + 
Your First Approach to the $18 Billion 
Light Construction Market i 
(Because builders buy what these 
‘ dealers sell) 


BSN RATES Ist AMONG THESE 
“BUILDING SUPERMARKETS” 


Because BUILDING SUPPLY 
NEWS shows lumber and building 
material dealers how to sell more— 
how to make more money—it builds 
eager readership for your selling mes- 
sage among the top merchants. These 
are the key dealers who sold over $150 
million of paint in 1948—who sell 65% 
of all builders’ hardware—and who, 
8,000 of them, are major home appli- 
ance merchandisers. Leading dealers 
readily testify: “BSN tells us where 
we are going; not where we have 
been.” Sell these dealers first—and 
keep ’em sold—in BUILDING SUP- 
PLY NEWS. 


FREE— Write for your 
copies of BSN editorial re- 
print, "You're in a $7 Bil- 
lion Retail Business Now," 
and new BSN 
Data Sheet show- 
ing 10-year sales 
record of lumber- 
moterial dealers 
vs. U.S. construc- 
tion and retail 
sales. 


BUILDING SUPPLY NEWS 


5 SOUTH WABASH AVE. - CHICAGO 3, ILL. 


5 [ oul As, 
P= SS >< 


~ 


A HOME OF YOUR OWN 


Write for details on your letterhead. 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill. 
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MEET THE 
PEOPLE 


? you'll find it pays! 


The people are your bread and butter—and cake, too. ; | Pi 
So there’s plenty of food for thought in what they do, think, read. RECA 


But admen have been asked to swallow so many cream-puffs of the sell- 
Mrs.-Smythe-to-sell-the-Mrs.-Smiths variety that maybe it’s time we got 
down to more solid fare about solid citizens. 


he Natio 

embers in 

39,416 re: 
It is the people who have made America’s great corporations great. Consult- 

ing their own minds and newspapers and purses, it is the people who bought 

the Fords, Wheaties, and Camels to make Ford, General Mills, R. J. Rey- 

nolds far more profitable than Dusenberg et Cie., Canapes, Inc., or Smart Set 

Cigarettes, Ltd. 


It is the people who have made the New York MIRROR America’s second 
largest newspaper. 


The people who buy more than a million MIRRORS every day—and more 
than 2 million Sundays—are average Americans. But because they live and 
work in an urban area, they have slightly higher than average U. S. incomes. 


More important to you is the fact that they are a vast majority. For more 
men and women (totaling 1,341,000 men and 1,170,000 women, according 
to studies by Daniel Starch and Staff) read the MIRROR than any large- 
sized newspaper in New York. 


In short the MIRROR gives advertisers the comfortably-off many, not just the 
well-off few—the many who ‘“‘make’”’ products or presidents or papers! 


If you’re selling to men and women—not just corporation presidents or 
country week-end hostesses—if you’re selling millions on packaged products, 
durable goods or services, not just a handful on mink coats or Mercedes bw that yc 
Benzes—the place to tell your story is in the New York MIRROR. = ae - ip from t 


returns | 


home time” at night than the Sun or World-Telegram sell all day? York MIRROR are distributed between 8 and midnight. The MIRRCR&stc res, wt 
The Sun distributes 283,607 copies, the World-Telegram 360,631 copies A.M. and P.M. circulation totals 1,079,978, or more than any la'¢@#New Yor 


IT PAYS BECAUSE THE NEWSPAPER THEY PREFER CAN CARRY YOURALES 
Did you know that more copies of the MIRROR are sold at ‘“‘going- in New York City and suburbs—whereas 433,774 copies of the .V@M§siz-d A.N 


TO SELL THE PEOPLE | 
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BECAUSE THEY ARE BIGGER CUSTOMERS THAN CORPORATION PRESIDENTS! 
he National Association of Manufacturers lists 1820 labor.” The MIRROR has its share of N.A.M. readers; shaving cream as a corporation president. The big profits 


embers in New York State. Starch readership studies list but its great “skilled labor’’ readership is more important ~* come frdm big numbers of people, not just ‘‘big name’’ people 
39,416 readers of the New York MIRROR in “skilled to you, For'a carpenter pays every penny as much for his —and the big numbers read the New York MIRROR. 


NRECAUSE THEY BUY MORE GROCERIES THAN COUNTRY WEEK-END HOSTESSES! 


J bw that you have to sell harder in a buyers’ market, take | Gimbels do—buy more linage in the New York MIRROR than _ sales. The young, growing, middle-income families typical 
) ip from the big retailers who always keep a keen eye on in six out of the seven other New York newspapers. For this of the MIRROR’s readership need a lot, want a lot, buy a 
S returns from every advertising dollar: do as Macy's and _bigger-circulation medium inevitably pays off in bigger lot more than the few on the flossier fringes of suburbia! 


Shs Silene BT oa 


Poe 
% He 


\LES MESSAGES INTO MORE HOMES THAN ANY LARGE-SIZED NEWSPAPER 


Vé@§siz-d A.M. or P.M. newspaper. Add the fact that New York’s top-volume department the MIRROR’s outstanding home coverage! Nowadays many advertisers find it wise to 
CRstc res, whose sales messages pay off as a result of home readership, advertise more in the convert the dollar they once spent to reach 5 families into the dollar that can reach 15 
a¢@#New York MIRROR than any large-sized newspaper—and you have proof positive of families. Why don’t you? You'll find it pays! 


NEW YORK MIRR 


1,079,978 DAILY @ 2,138,038 SUNDAY 
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Radio Is 1949's 
Big Ad Bargain, 
ABC Net Says 


ABC Sees Radio Homes 
Gaining As Magazines, 
Newspaper Coverage Fall 


New YorK—‘“Much of radio may 
eventually be supplanted by tele- 
vision, just as some day the auto- 
mobile may be supplanted by the 
airplane. But in 1949, network 
listening is increasing and auto- 
mobile mileage is gaining. 

“The astute radio advertiser will 
no more wait out the transition by 
going back to print media than 
will the motorist revert to the 
horse and buggy.” 

This statement by Fred Thrower, 
vice-president in charge of sales, 


Builder 


Retail Lumber 
Dealer 


Building Material 
Jobber 


You can reach and sell these 3 factors 
who control buying in Light Construc- 
tion in every trading center and trad- 
ing area through one publication — 
American Builder 


1. Builder 


Buys your product from the Dealer. 
American Builder reaches more 
thar 50,000 builders. 


2. Retail Lumber Dealer 


Supplies the needs of the builders. 

He demands that the jobber stock 
his requirements. American Builder 
reaches 13,000 dealers who 

control 85°% of the total volume. 


3. Building Material Jobber 


He must be sold to stock your product 
for distribution to the retailer 

and on to the builder. American 
Builder reaches more than 

900 executives and salesmen of the 
leading jobbers of the United States 


There is no larger or stronger group 
of volume buyers at the strategic 
points of sale than American Builder's 
81,000 subscribers. 


a 
aae* eae * 
© AMERICAN BUILDER CIRCULATION 
e the largest and most comprehensive in ° 
nd the field of residential, commercial and ° 
© farm building bd 
. 
< Contractors, Builders . 
‘i all classes 52,518 . 
e Lumber and Material e 
nt Dealers etc 13,968 ‘ 
e Real Estate Finance e 
ja Insurance 3.425 
e Commercial & Industrial . 
a Orgamuzations 2,663 ° 
e All Others 8.958 e@ 
. Total 81,532 @ 
. / e 
© Note: American Builder circulation | AMERICAN 
© 97.4% in United States | == BONDER 
® 2.2% in Canada: 0 4% Foreign 
>. 
. f Z 5 
. , —<" 7 
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concludes the American Broad- 
casting Co.’s promotion brochure, 
“Let’s Tune In on the Facts.” It 
is indicative of the tone of the 
booklet, which emphasizes that 
“radio delivers greater circulation 
at less cost per customer” than 
newspapers or magazines. 


ws Radio homes in the United 
States have increased 5,277,000 
in the last three years, ABC points 
out, and adds: 

“And it has happened when 
most magazines and many major 
newspapers are contracting in cir- 
culation.” Among those whose 
Audit Bureau of Circulations fig- 
ures are down from a year ago, 
according to the network, are the 
Boston Post, Chicago Tribune, 
Ladies’ Home Journal, Life, New 


York Daily News, Philadelphia 
Bulletin, Philadelphia Inquirer and 
The Saturday Evening Post. 

Not only have the number of 
radio homes increased in the past 
six years but the average home 
now listens more—5.02 hours per 
day, according to A. C. Nielsen, 
Inc., compared with 4.13 hours per 
day in 1943, the brochure states. 


ws Disagreeing with forecasters 
who see radio doomed in an age 
of television, Mr. Thrower, quot- 
ing Mr. Nielsen again, says the 
average AM network advertiser 
is delivering sales messages to 18% 
more homes—3,999,000 in Janu- 
ary, 1949, against 3,400,000 in 
January, 1947—at a cost of $1.71 
per thousand compared with $1.89 
two years ago. 


Comparing radio’s per customer 
charges with newspapers and 
magazines, ABC asserts: 

Network radio’s advertising val- 
ue runs from 63% to 570% higher 
than newspapers. The average 
evening network sponsored pro- 
gram produced 913 listeners per 
dollar in 1948, the average day- 
time program 1,460 (Nielsen). 
People reached per dollar for a 
selected group of big city news- 
papers ranged from 561 for 140 
to 299-line advertisements, to 218 
for 1,500 lines and up (Starch 
studies applied against space 
costs). 

The brochure says that “radio 
is the first choice of America’s top 
100 advertisers,” who in 1948, 
according to the Bureau of Ad- 
vertising, spent their advertising 
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dollar in this manner—30¢ in 
newspapers; 3l¢ in magazines an 
39¢ in network radio. 

Mindful of the fact that it 5 
also in the TV business, ABC supy- 
gests that despite radio’s unpr: - 
cedented circulation, video shoud 
be “used as a “supplementar,” 
medium, particularly in the “m:- 
jor markets where national ac- 
vertisers underspend so far as 
their network radio and maga- 
zine campaigns are concerned.” 


Princess Pat to Harrison 

Princess Pat, New York, manu- 
facturer of infants’ panties with 
pinless diapers, has appointed Les- 
ter Harrison, Inc., New York, to 
handle advertising of Safe-t- 
Panty in trade publications and 
national magazines. 
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of media — either as 


- YOU HAVE ANYTHING to do with the 


selection 


agency man or ad-manager—you ma) 
be sitting on a very hot seat these days 


For with the return of a_ buyers 
market, every expenditure on the 
books is getting a thorough going-ove’ 
—including the advertising budget. Con 
fronted with its first real selling prob: 
lem in ten years, management is loud|) 
insisting that advertising must pertorn 
a bigger job — but not necessarily 4 


more costly one. 


As a media man, you can be thank 
ful for this attitude, for it puts | 
squarely up to you and your associa'e’ 
to show management some really crce 
tive planning—to avoid the mousetri ps 
of indiscriminate budget-slashing, ane 
to approach next year’s campaigns 0! 
the basis of specific selling jobs to % 
done, in those markets which offer ‘he 
highest potential for every dollar \™ 


vested. 


As business paper publishers we, to 
are thankful for management's new ‘ 
titude toward advertising. We belic 
that the more critically managem: 
looks at all types of media, the mcr 
favorably they will look upon ti 
unique and specific values of busin. 


paper space. 
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j4 media man... or a mouse? 


When management says the advertising 


the 
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Annis Furs Plans 
Fall Promotional 
Fur Coat Drive 


Detrroir—Annis Furs will use 
iine magazines this fall to pre- 
sell three specific fur coats and to 
emphasize the Annis label as a 
,ational brand name in women’s 


fur coats. 
Charm, Good Housekeeping, 
Glamour, Harper’s Bazaar, Life, 


Vademoiselle, Seventeen, Town & 
Country and Vogue will be used in 
various combinations of five during 
each of the months of September, 


October and November. 


The promotion will feature mou- 
mink-dyed 
in October and black 


ton in September, 
muskrat 


Persian lamb in November. All 
three coats have been pre-tested 
for promotional price and style 
appeal and will be offered to one 
store in each city. The stores are 
supplied with newspaper mats, 
window display material, stream- 
ers and blow-ups of the magazine 
ads. 

A full page in Women’s Wear 
Daily and direct mail material are 
announcing the promotion to the 
trade. 

W. B. Doner & Co. directs the 
account. 


Thomas Names Wredman 


Wade Wredman has been named 
Twin Cities sales manager of Kem- 
per Thomas Co., Cincinnati, man- 
ufacturer of calendars and adver- 
tising specialties. 


Lincoln-Mercury Names Crews 


Norman E. Crews has been 
named central region manager of 
the Lincoln-Mercury division of 
Ford Motor Co. With headquarters 
in Detroit, he will supervise all 
sales activities in the Dearborn, 
Buffalo, Cleveland, Cincinnati and 
Pittsburgh districts. 


Discontinues ‘Parade’ 

The publication of Parade in the 
Philadelphia Inquirer will be dis- 
continued with the Aug. 28 issue 
of the Sunday Inquirer. The sep- 
aration resulted from “mutual 
agreement.” 


Appoints William Tanner 

William B. Tanner has been ap- 
pointed director of advertising of 
Electrical Reactance Corp., Frank- 
linville, N. Y. 


i 5 


Direct Mail Contest 
Winners to Be Cited 
at DMAA Convention 


New YorK—Winners of the 1949 
direct mail contest will be an- 
nounced at the convention of the 
Direct Mail Advertising Associa- 
tion to be held Sept. 21-23 at the 
Congress Hotel, Chicago. The con- 
test is open to all users of any 
type of direct mail, irrespective of 
membership in the association, and 
without restrictions as to size, 
type, purpose or classification of 
mailings. 

Any type of direct mail or mail 
order material produced between 
Sept. 1, 1948, and Aug. 31, 1949, is 
eligible for competition. Awards 


budget has to be cut—what do you say? 


How you can do a BIGGER job 
on a smaller budget 


Even with space and production 
ates at an all-time high, there are ad- 
rtisers in almost every field today 
ho are actually spending /ess — yet 
ting a higher sales return for every 
ilar invested. 


These are the advertisers who, for 
¢ most part, are using ali types of 
edia — but who are also using more 
id more business paper space to do 
ose jobs which only business papers 
n do. For example— 


A radio manufacturer uses a leading 
onsumer publication because its read- 
rs buy about twenty per cent of all 
e radios sold in this country. The 
lanufacturer considers it a good me- 
lum at around $11,000 a page. But 
¢ is not overlooking the fact that for 
nly $500 a page he can advertise in 

merchandising publication which 
eaches the dealers who buy and sell 
ighty per cent of all radios manutac- 
ured in this country. 


Ihe same thing holds true in adver- 
ising appliances, groceries, hardware, 
welry or anything else that is sold 
hrough dealers. For in every case, 
here is a merchandising publication 
hat offers a higher sales potential than 
hy consumer magazine —at a fraction 
bi tre cost! 


Which delivers more sales 
per dollar? 


| you sell to business, industry or 
he professions, your choice of media 
easier still. For in that case, you can 


#orcentrate most of your budget in the 


igily selective (but relatively low- 


cost) business publications which cov- 
er only those specific markets in which 


you have an important stake. 


Wits §& 
Sone & 


ARB 


And remember — for every dollar 
you invest in business papers, you tap 
$543 of potential business. Your ad- 
vertising dollar in general magazines, 
other 
hand, collectively taps only $48 of po- 


newspapers and radio, on the 


tential business. 


Ab? 


business press. 


So when management says the ad- 
vertising budget has to be cut, maybe 
you'll find it possible to agree — and 


There are times when general media 
can out-perform anything else in sight 
— but it is sheer folly to spread your- 
self too thin (or too lavishly) in these 
mass vehicles, at the expense of neg- 
lecting the highly selective selling op- 
portunities which you find only in the 


still show management how to do a 


bigger job for less money! 


= ® 


P.S. /f you'd like reprints of this advertise- 
ment to pass along to others in your 
organization, they are available in quan- 
tity, by writing to THE ASSOCIATED 
BUSINESS PUBLICATIONS 


205 East 


42nd St., New York 17, New York. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


205 East 42nd Street, New York 17, N.Y. 


WHO BELONGS TO ABP? 
It is an association of 
independently owned, 
paid-circulation business 
papers, audited by the 
Audit Bureau of Circu- 
lations. The ABC guar- 
antees to the advertiser 
that the publisher will 
deliver a specified num- 
ber of issues, for a spe- 
cific length of time, for 
a specified amount of 
money. 


WHO BENEFITS FROM ABP? 
The member publica- 
tions themselves, of 
course. But in addition, 


ABP is equally devoted 
to the interests of sub- 
scribers, advertisers and 
their advertising agen- 
cies, who are, in a very 
real sense, members of 
the family. 


HOW READERS BENEFIT 
First plank in ABP’s 
platform is to help its 
member editors main- 
tain the highest stand- 
ards of editorial integrity 
and reader helpfulness. 
It is this kind of edito- 
rial approach that is the 
very foundation of busi- 
ness paper publishing. 


HOW ADVERTISERS BENEFIT 
It is frequently said that 
ABP has done much to 
raise both the standards 
and the effectiveness of 
business paper advertis- 
ing, through wide distri- 
bution of such books as 
“Tell All,” “Hit the 
Road” and “Copy that 
Clicks,” through the an- 
nual ABP advertising 
contest, and through nu- 
merous research activi- 
ties which are supported 
wholly or in part by 
ABP members. 
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will be given (1) for effectiveness 
or results accomplished; (2) for 
plan and continuity; (3) for copy; 
and (4) for design, layout and ap- 
pearance. Maximum rating in each 
category is 25 points. 

The judges this year are, Her- 
bert Buhrow, manager, mail sales 
department, McGraw-Hill Book 
Co., New York, chairman; Boyce 
Morgan, Boyce Morgan Associates, 
Washington; Richard A. Faulkner, 
assistant sales promotion mana- 
ger, International Paper Co., New 
York; Alice Honore Drew, adver- 
tising consultant, Hope Machine 
Co., Philadelphia; and Philip Salis- 
bury, editor, Sales Management, 
New York. 


‘American Builder’ Moves 

American Builder, a Simmons- 
Boardman publication, has moved 
its offices to 79 W. Monroe St., 
Chicago. 


Nielsen Signs D-F-S 

A. C. Nielsen Co. has signed 
Dancer-Fitzgerald-Sample for the 
National Nielsen Radio Index Ser- 
vice. 


How are 
your sales 
running in 
St. Lovis? 
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Remember . .. the fastest, 
most economical 

way to move merchandise 
in the St. Louis market, is 
to use KWK...the best 


radio buy in St. Louis. 


GLOBE-DEMOCRAT TOWER BLDG. 
SAINT LOUIS 
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Bauer Joins ‘McCall's’ 


F. Bauer, formerly with Made- 
moiselle and Living for Young|ager of Station WGCD, Chester, 


Homemakers, has joined the east- 
ern advertising staff of McCall’s, 


New York. 


WBTV Appoints Charles Bell 
Charles E. Bell, formerly man- 


Charlotte, N. C. 


S. C., has been appointed produc- 
tion manager of Station WBTYV, 


000 in retail 


covered by Th 


ALLEN-KLAPP CO. . 


Management). 


$80,723,000 is the 
Fort Wayne market's grocery bill! 


... the 122,300 families who live in Fort Wayne 
and its ABC Retail Trading Area spent $80,723,- 


(Sales 
market 


food stores during 1948. 
It's a great Hoosier 
e News-Sentinel. 


Home Coverage: 99% of City Zone plus 43% 


of Retail Trading Zone 


The News-Sentinel 
Fort Wayne, Indianc 
. NEW YORK... 


CHICAGO ., . DETROIT 


Alka-Seltzer Adman 
Sees Radio a Major 
Medium for Years 


TOLEDO—AM radio broadcasting 
will play an important part in the 
sale of drugstore preparations for 
many years to come, Oliver B. 
Capelle, sales promotion manager 
of Miles Laboratories, Inc., told the 
Ohio Pharmaceutical Association 
here Wednesday. 

Six leaders in drugstore pro- 
ducts, including Miles, invested a 
total of well over $30,000,000 in 
radio shows and spot announce- 
ments last year, and got good re- 
turns for themselves and for drug- 
gists, Mr. Capelle said. For that 
reason, “anyone who suggests 
abandonment of this medium is 
unrealistic.” 

Pointing out that while TV can 
presumably advertise any type of 


product, Mr. Capelle indicated that 
it poses difficulties for many drug- 
store items. “You can’t run the risk 
of illustrating the effects of a cos- 
metic or a hair-curling prepara- 
tion when occasional distortion 
makes the prettiest face or the 
loveliest hairdo look like something 
the cat dragged in.” 

“A headache powder or a kidney 
pill,” he continued, “doesn’t pose 
an especially noteworthy picture. 
Except for package identification, 
a regular radio announcement can 
explain such a product’s merits 
nicely. Alka-Seltzer is an excep- 
tion in this regard, because we can 
show the tablets effervescing in a 
glass of water.” 


Hutchins to Join Bothwell 

P. M. Hutchins, formerly direc- 
tor of advertising and promotion 
of Jones & Brown, Pittsburgh, will 
join the executive staff of W. Earl 


Bothwell, Inc., Pittsburgh, Aug. 1. 
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PER RATINGS 


Over 100,000 people visit WFBR every year 
—no other Baltimore station is even close! 


Tops in Baltimore! First in morning, first in 
afternoon, first in total rated periods! 


Just won 3rd award nationally in the annual 
BILLBOARD competition. No other Baltimore 
station won any award! 


When the last ounce of intensive coverage is needed 
—when the advertising has to deliver—in the 
Baltimore market, you need look no further than... 


ABC BASIC NETWORK #® 5000 WATTS 


IN BALTIMORE, 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


MD. 
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Mutual Offers New 
Discount Groupings 
of Basic Stations 


New Yorx—Mutual Broadcast- 
ing System has revised its rate 
card to give advertisers a greate: 
selectivity in the use of its more 
than 500 stations. 

The station rates and discoun: 
scale remain unchanged in th 
supplement to rate card No. lf 
However, sponsors now will be 
able to qualify for the full net- 
work discount with a $23,000 gros; 
evening hour time purchase. 
Other features of the supple. 
ment: 

1. The basic group of stations 
may be divided into discount 
groups of %, % or less than 
Advertisers also may get discounts 
on $1,500 group purchases of non- 
basic stations. 

2. Geographical groupings have 
been abolished. Stations formerly 
in these groups may be selected as 
the advertiser wishes to suit his 
own merchandising needs. Bonus 
stations, previously used to push 
geographical group sales, now are 
available with the purchase of 
“specific stations located in the 
same general marketing areas.” 


a Z. C. Barnes, vice-president in 
charge of sales, explains the rea- 
sons for the supplement as fol- 
lows: 

“Because of Mutual’s large num- 
ber of stations and one-station 
markets, and through the new 
flexibility in market selection, it 
is now possible for advertisers to 
coordinate their network time 
purchases more precisely into their 
sales or distribution patterns. 
“Also it is possible for them to 
do this more economically, be- 
cause after discounts are estab- 
lished for the basic facilities used, 
an additional two and a half points 
of discount are provided for added 
blocks of stations with a gross 
evening hour value of $1,500, re- 
gardless of geographical location 
of stations selected.” 


Ziv Reorganizes Sales 
Operations; Appoints Four 


Frederic W. Ziv Co., Cincinnati, 
producer of transcribed radio 
shows, has reorganized its sales 
operations. Four territorial divi- 
sions have been set up, each with 
a district supervisor. This reorgan- 
ization calls for the closing of the 
firm’s Chicago office and the open- 
ing, early next year, of an office 
in a southeastern city. The east- 
ern division will headquarter in 
New York; the midwestern and 
central divisions will clear through 
Cincinnati and the far western 
division through Hollywood. 

The divisional plan will be car- 
ried out by Barney Cragston, as- 
sistant sales manager; Stanley 
Florsheim, eastern sales manager: 
N. L. Rogers, Hollywood manager, 
and E. J. Broman, central sales 
manager. 


‘Ozzie and Harriet’ Sign 
10 Year Contract with ABC 


“Ozzie and Harriet’—Mr. and 
Mrs. Ozzie Nelson—have signed a 
ten-year, $1,000,000 contract with 
American Broadcasting Co., New 
York, for their radio-video ser- 
vices. Sponsored last season ove! 
NBC, then CBS, by Internationa! 
Silver Co., which canceled the 
show for budget reasons, the Nel- 
sons’ half-hour radio adventures 
reportedly will be offered to spon- 
sors at $15,000 weekly. 

Thus the comedy team joins 
the list of ABC’s contract enter- 
tainers which includes Walter 
Winchell, Kate Smith and Boris 
Karloff, all of whom are signed by 
ABC and therefore immune to 
raids by other networks. 


Browne-Vintners to Jay 
Browne-Vintners Co., Inc., New 
York, importer of Celestin-Vichy, 
French mineral water, has ap- 
pointed Charles Jay Co. New 
York, to handle consumer adver- 


tising. 
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SHORT COPY sells... Outdoors 


“ Le i As ral ee mm y* : 1) é 
Fe Seat) SIT te Ka Ge ee Nn ERR og gs SEAS ey 
Se ee WIEN SNE ee ete Sune. aa, ens J 


“We want people to think about Ford every hour of the day, every day of 
the week. Outdoor works toward this objective uniquely and economically. 
Where else could you bring a convincing product message to the complete 
market—without showing the product, and even without copy! Literally, 
this picture 7s worth ten thousand words.” 

4 


Y IA an 


BEN DONALDSON 
Duivector of Advertising 


FORD MOTOR COMPANY 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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WFIL Promotes Koehler 


George A. Koehler, who has 
been directing sales promotion for 
WFIL and WFIL-TV, Philadel- 
phia, has been promoted to direc- 
tor of advertising and promotion. 
He will supervise both sales and 
audience promotion, publicity, 
special events and exploitation. T. 
E. Paisley Jr., traffic manager of 
WFIL, has been advanced to as- 
sistant program director. 


To Boone, Sugg. Tevis 

Boone, Sugg, Tevis & Walden, 
San Francisco, has been appointed 
to direct advertising for M. Seller 
& Co., San Francisco houseware 
wholesaler. 


Glaze-All to Deuss-Gordon 


Deuss-Gordon Advertising 
Agency, Chicago, has been re- 
tained to handle the advertising 
of Glaze-All Corp., Chicago, man- 
ufacturer of automotive polishes. 
A campaign centering around the 
offer of an introductory sample 
bottle will appear in trade publi- 
cations, newspapers and radio in 
midwestern markets. 


Sylvania Names Sommers 


George R. Sommers, director of 
Pacific Coast sales of Sylvania 
Electric Products, has been named 
assistant to C. W. Shaw, general 
sales manager of the radio tube di- 
vision. 


Two Appoint Westheimer 


Monarch Mfg. Co., Milwaukee, 
manufacturer of outer garments 
for men and boys, has placed its 
advertising with Westheimer & 
Co., St. Louis. The agency also 
has been named to direct the ad- 
vertising of Pfaelzer Brothers 
Meat Co., Chicago, effective Aug. 
a 


Mullins Appoints Rishel 


John A. Rishel Jr., formerly 
manager of sales of the appliance 
division of Parsons Corp., has 
joined the sales staff of Mullins 
Mfg. Corp.’s Youngstown kitchens 
division, Warren, O. He will be 
in charge of special sales projects. 


Keithley Says Ideal 
Premium Is Familiar 
Item With New Twist 


Cuicaco—“The ideal premium is 
not the completely new, unusual 
thing,” according to J. B. Keithley 
of J. Walter Thompson Co., Chi- 
cago. 

Speaking before the Advertising 
Executives Club here, Mr. Keithley 
declared: “Our own experience 
with special offers plus our obser- 
vation of those of others leads us 
to believe that the ideal premium 
is a familiar, popular article which 
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Donnelley Contest Judging 
Method Upheld! 


Donnelley judging service is accepted by the pub- 


lic as unbiased. 


Contest sponsors, too, look to 


Donnelley’s for advice and counsel when planning 


their contests. 


They 


realize that Donnelley’s 


wealth of past experience as the nation’s leader in 


contest judging is most valuable. This faith is borne 
out by the recent judgment passed by the Alabama 


a amit Sa ai ia eras sae Be o 


bag” td 
* 


Supreme Court in which Donnelley judging meth- 
ods were upheld as being unbiased and above 


board. 


One clear and important implication resulting 
from this decision is that to be safe from legal 


complications, contest sponsors must surround 
themselves and their judging operations with stand- 


ards and procedures like Donnelley’s. 


Contest judging is no business for the amateur. 
It is a scientific business than can be handled only 
by a large, efficient, well-trained staff. 


Next time you are planning a contest, be sure to 
call us in early in order that we can counsel you 
and help you to plan your promotion. 


Meee, 2? Ne eee 


‘ais E. 45th ST. 
NEW vORK ez 7 
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has something new and different 
added. It may be a unique design 
or a new ‘plus’ feature that gives; 
an improved performance. 

“The weakness of the utterly 
new article,” he continued, “‘is that 
it has no ready-made acceptance. 
You have to clear an extra barrier, 
for you also have to show that as 
a basic thing it fills an important 
human need. This extra hurdle 
complicates and increases your 
selling job.” 

Mr. Keithley commented that 
premium offers are hypodermics, 
and that their effect therefore is 
only temporary. He added that 
“a pull of 1,000,000 requests is con- 
sidered sensational, 350,000 to 500,- 
000 exceptional, and 50,000 to 
100,000 a flop” for mass market 
items. 


e In addition to the normal uses 
for premiums, Mr. Keithley de- 
scribed how a food manufacturer 
client used premiums to stimu- 
late consumer demand for its pro- 
duct and thus force distribution at 
a time when grocery retailers had 
stopped buying the national brand 
product in an effort to move their 
surplus war-baby private label 
merchandise. 

In another case, a premium offer 
of a small camera “did a whale 
of a job in loading dealers, in 
getting salesmen enthused and in 
getting retailers interested before 
a single newspaper ad appeared or 
a single commercial was beamed. 
And you know that when a dealer 
has a lot of your merchandise, he 
cannot put his money into your 


competitor’s. And he is going to. 


display and push your item to cash 
in on his investment.” 


Magazine Campaign Planned 
for New Talon Zipper 


Donahue Sales Corp., New York, 
distributor of packaged Talon zip- 
pers, will introduce a new zipper 
product for finer fabrics at a press 
fashion show Sept. 14 at the Wal- 
dorf-Astoria. An intensive fall ad- 
vertising campaign will be 
launched after Oct. 1 to reach the 
home-sewing market. 

Joan Klein has been assigned 
by the company to handle publicity 
and promotion. Tentative adver- 
tising plans have been made for in- 
troducing the new product in Good 
Housekeeping, Living for Young 
Homemakers, Mademoiselle, Par- 
ents’ Magazine, The Saturday 
Evening Post and Simplicity Pat- 
tern Book. McCann-Erickson is 
the agency. 


Tanton and Bloede Promoted 


Charles R. Tanton and Victor G. 
Bloede have been elected vice- 
presidents of French & Preston, 
Inc., New York. Mr. Tanton will 
continue as merchandising and 
media director, while Mr. Bloede 
will continue as copy director. 


These ARTISTIC WASTE 
BASKETS WILL HELP YOU 
MOVE MERCHANDISE! 


No woman can resist the decorative appeal of 


these handsome baskets. Everyone will want 
several for her home, and will buy your prod- 
ucts to get them. Made in a large variety of 
new designs suitable for every room in the 
house. Send for illustrated price list and 
premium proposition. 


WEINMAN BROS., INC. 


Manufacturers 
3264 W. Grand Ave. e CHICAGO 51, ILL. { 
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Newspaper Reading 
in N.J. Counties 
Itemized by Rutgers 


New Brunswick, N. J.—The dis- 
tribution of newspapers in New 
Jersey communities of 2,000 popu- 
lation and over, plus each of the 
21 counties, is shown by charts 
ind graphs in the new report on 
‘Newspaper Distributions by Com- 
munities in New Jersey,” released 
by the Rutgers University School 
of Journalism. 

The report, one of the first com- 
munity breakdowns of newspaper 
circulation for an entire state, 
overs 44 daily and Sunday news- 
papers, including those in New 
York, Philadelphia and Easton, 
Pa. Thirty-three of the papers are 
dailies and Sunday issues pub- 
lished in New Jersey. The only 
papers mot covered in the report 
are those having less than 5% 
coverage of a county’s occupied 
dwelling units or those not mem- 
bers of the Audit Bureau of Cir- 
culations. 

In an article accompanying the 
tables and charts, Prof. William 
H. Boyenton of the journalism 
school, who conducted the study, 
notes that county figures may 
minimize the value of some papers 
as advertising media, especially in 
an urban state like New Jersey 
where two or more papers in the 
same county fail to make an im- 
pressive showing despite their 
having excellent coverage in im- 
portant component city markets. 


Thus, he suggests that where no 
duplication of coverage appears 
to exist, coverage of local papers 
in separate towns can be estimated 
by simply adding total circulations. 

One of the most interesting find- 
ings in the tabular matter is the 
depth of penetration of New York 
papers in northern New Jersey 
counties, when tabulated on such 
a county basis, and the strength of 
Philadelphia papers in the south- 
ern counties of the state. 

The report is available without 
charge to advertisers, agencies and 
marketing organizations making 
requests on their letterheads to 
the press research service of the 
school of journalism here. 


Grants Leave to Sanborn 


Park & Tilford Import Corp., 
New York, distributor of Vat 69 
and Park & Tilford Private Stock, 
has shifted assignments in the 
executive liquor sales staff to grant 
a six-month leave to Edward H. 
Sanborn Jr., eastern state monopo- 
ly division manager. William R. 
McCoo, central division manager, 
has been placed in charge of sales 
in the eastern area in addition to 
his regular states of Ohio, Michigan 
and Iowa. Anderson J. Leahy, 
central division field supervisor, 
will handle sales in all license 
states in the central division ex- 
cept Missouri and Kansas. 


Moss Appoints Two; 
Gets Nattex Account 


Moss Associates, New York, has 
appointed James K. Sullivan ex- 
ecutive art director and Hal 
Goldin, traffic manager. Mr. Sulli- 
van was formerly with Denhard, 
t feiffer & Wells, while Mr. Goldin 
was associated with Lue H. Witt 
Advertising, Inc., New York. 

National Automotive Fibres, 
Inc., Trenton, N. J., has appointed 
Moss to handle advertising for 
Naftex rubber carpet cushions. 
‘‘onsumer magazines and trade 
publications will be used. 


Southern Baptists to Sponsor 
Half-Hour Sunday Program 


The Southern Baptist Conven- 
tion, Atlanta, will sponsor the 
“Baptist Hour” over 130 southern 
stations of American Broadcast- 
ing Co. starting Oct. 2. This is the 
first radio buy for this religious 
group. 

Music and sermons will com- 
prise the program to be heard Sun- 
days 3:30-4 p. m., EST. Liller, Neal 
& Battle is the agency. 


Durisol Names Hitchings 


Edgar Hitchings has been named 
sales manager of Durisol, Inc., 
New York, manufacturer of light- 
weight construction materials. He 
was formerly with U. S. Gypsum 
Co. as sales manager of board 
products in the New York division. 


KLEE Appoints Chrystie 

Robert T. Chrystie, formerly 
with Station WFAK, Charleston, 
S. C., has been named commercial 
manager of KLEE, Houston, ef- 
fective July 25. 


ABC Adds Two Stations 


WABI, Bangor, Me., which op- 
erates fulltime on 5,000 watts, will 
affiliate with ABC effective Aug. 
1, replacing WGUY. KOB-TV, 
Albuquerque, N. M., also has 
signed an affiliation contract with 
the network. 


Atmore Appoints Rose-Martin 

Rose-Martin, New York, has 
been retained to handle the ad- 
vertising of Atmore & Son, Phila- 
delphia, manufacturer of mince 
meat and plum pudding. 
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— CHICAGO,ILLINOIS «(DAV and NIGHT MAT SERVICE 


1. Mystik gets choice spots easily——like this Mystik Canada Dry ad on a 
shopping cart handle. 2. A Mystik die-cut plaque right on your product points 
up sales features. 3. This full-color magazine ad reprinted on Mystik makes 
an easy-to-get-up-display. 4. Mystik Shelf-Ads bound in books are conven- 
ient for salesmen, No waste. 


FREE—Write for MYSTIK samples, Also idea book on cardboard displays of 
all kinds and complete range of services offered by an organization 
geared to handle your entire point-of-sale advertising job from 


creation to distribution. 45 years experience. 


CHICAGO SHOW PRINTING COMPANY 


*mysTIK is the famous, patented printing material 
with the self-adhesive back. It can be printed or 
lithographed perfectly in colors, die-cut to all shapes. 
Because it’s self-stik it gets your point-of-purchase 
message up! 


BETTER LOCATIONS—Yes, you get the choice spots 
at the point-of-sale... places where ordinary signs 
can’t be placed... when you use patented, self-adhe- 
sive MYSTIK because MYSTIK is... 


EASIER TO PUT UP—Just peel off the protective 
backing and press your MYSTIK sign in place. No glue, 
tacks or moistening. And MysTIK stays up fora... 


LONGER LIFE—Neat, durable, many MYSTIK 
Messages have’been up for years. That means... 


MORE FOR YOUR MONEY—You get more point- 
of-sale material up for a longer time. Less waste. 
All because mysTIK gets it up! 
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Industrial Admen Elect 


B. K. Stabelfeldt, Blackhawk 
Mfg. Co., has been elected presi- 
dent of the Milwaukee Industrial 
Marketing Association. Other of- 
ficers include: N. H. Jacobson, 
Allis-Chalmers Mfg. Co., vice- 
president; W. G. Cruice, Pohlman 
Studios, Inc., secretary, and D. E. 
Fricker, Heil Co., treasurer. 


$.S. SPECIAL 


Spend or Cut? Leaders 
Believe Jobs Are At Stake 
WasHINGTON—The battle of the 
budget rages over Capitol Hill. A 
clear majority says it wants to cut 
federal spending, but the majority 
disappears when specific proposals 
are put to vote. 
One plan, by Sen. Elmer Thomas 


By STANLEY E. COHEN, Washington Editor. 


CHURCH PROPERTY 


ADMINISTRATION — 
Published bi-monthly at Milwaukee, Wis. 


(D., Okla.) would cut back a 
sizable portion of the $835,000,000 
earmarked for stock piling of 
strategic materials. Thomas says 
the government is buying about 
five times as much as safety re- 
quires; but western senators pro- 
test that his economy plan would 
“close mines, promote unemploy- 
ment, and deepen the recession.” 

Consciously or otherwise, the 
senators are falling back on the 
same ideas that were expressed 
in President Truman’s mid-year 
economic reports. 

The President says every billion 
spent by government for public 
works creates 315,000 jobs directly, 
700,000 indirectly. He says cur- 
tailed government spending now 


“is just the thing you do not do 
if you want the economy to ex- 
pand.” 

ee © @ 


Ex-Adman Chester Bowles, cur- 
rently governor of Connecticut, 
walked out of the White House 
Monday assured of top priority in 
administration plans for assistance 
to areas of high unemployment. 
With nearly one in every three 
Connecticut industrial workers out 
of work or on a part-time basis, 
Governor Bowles is to have the 
pick of any business the federal 
purchasing agents can throw his 
way. The administration program 
to channel federal buying into 
“depressed” regions is currently 
under direction of Commerce 
Secretary Charles Sawyer. 

* e¢ @. 

Housing Administrator Raymond 
Foley hopes to begin work on 50,- 
000 federally-owned dwelling units 
during the first year of the hous- 
ing program signed by President 
Truman last week. Over a six- 
year period the administration’s 


During the last NRDGA Convention in 
New York... five sales managers or New 
York representatives of firms which sell to 
department stores, met for dinner. One took 
a recent acquaintance along. 

Naturally, they talked business. The 
names of Macy’s, Gimbel’s, Field’s, Filene’s, 
AMC, figured in the conversation. The sixth 
man, an agent for a number of manufacturers, 
was asked if he did business with these big 
city stores. 

**Too much trouble,” said the new man. 
“You fellows on the big time circuits don’t 
know the best business today is in the sticks.”’ 


ST 


His listeners were politely skeptical, asked 
him to be specific. 

**Last November,” he said, “I stopped off 
to see one of my accounts in a small town in 
North Dakota—has less than 400 population. 
It’s a general store that I carried for more 
than two years during the Depression before 
the proprietor was able to pay something on 
account. He bought curtains from me, and 
my $2.50 line was his ceiling. This time, he 
wasn’t interested in the low-priced grades, 
finally picked a line which retails at $16.95 a 
pair—and ordered 3,000 pairs. I thought he 
was crazy, but he said the wheat farmers out 
here wouldn't like anything but the best 
today. They had made big profits ever since 
1940, wouldn’t spend for a long time, afraid 
of a poor season—but the lid is off now.” 


HE related some similar instances—a line 
of Swedish silverware sold only in a few big 
city shops before the War, was running four 
times the pre-war volume of $30,000—and 
half of his sales are in small towns. 

“Don’t you sell any department stores?” 
one of the group asked. 

“Some,” he said. “I got an order for 
300,000 pairs of paper curtains which retail 

at $1.00 from a Midwest chain of four 


are well acquainted 
with them.”’.. . 


SUCCESSFUL 


3,000 pairs curtains @ 16.95 
in a town of 400 people! 


They had never called on the chain. 

Not every farmer has money, or has made 
money. But the good farmers in the Midwest 
have prospered beyond any pre-war concepts 
...In the fifteen Heart States, with the best 
of the country’s farms and farmers, responsible 
for the majority of the country’s agricultural 
production .. . SuccessruL FARMING has an 
approximate million subscribers whose gross 
incomes in 1947 and °48 averaged a round 
$10,000—is one of the best class markets in 
the world today! 


Tuese farmers have had nine years of peak 
markets, yields, prices and profits. In the first 
two years after the War, they spent money on 
their farms—water systems, pumps, milking 
machines, appliances, fertilizers, livestock, 
tractors and trucks. Now the farm home is 


benefiting from their improved earnings. . . 


New houses are being erected, and old ones 
remodeled and equipped with better heating, 
kitchens, bathrooms, new conveniences and 
comforts. The new standards of family living 
on the farm are resulting in billions of dollars 
annually in orders for home equipment and 
furnishings—for firms which go after sales! 
General magazines, however, brush lightly 
this top farm market... do not deliver your 
advertising message to the new farm buying 
power. Only SuccessFuL FARMING really gives 
the cream of the country’s farm families—and 
is concentrated where farming will continue 
profitable regardless of future*price trends. 
Get all the data and detail from any SF 
office .. . SuccessFuL FArminG, Des Moines, 
New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco and Los Angeles. 


? FARMING 
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housing plan provides 810,00) 
units, plus an additional $1,500 - 
000,000 in federal and state func ; 
for slum clearance, and assistanc » 
to owners of private farm and ur: - 
ban housing. Marketing men ar: 
assured at least one by-produ:: 
of the housing bill, in addition |) 
the business it is expected to cre - 
ate: The bill provides for a de- 
cennial census of housing, to prc - 
vide full data on housing condi. 
tions and equipment. 
e* ee @ 

The so-called basing point bi 
may never reach the White Hous: 
Morning-after rereading indicate. 
that House and Senate amend 
ments make the bill do the ver 
thing its sponsors set out to pre 
vent. 

As passed by both houses, th. 
bill reiterates “legality” of wuni- 
versal delivered prices, but it re- 
peats, in no uncertain terms, Rob- 
inson-Patman Act “anti-discrim- 
ination” restrictions which are th 
cornerstone of Federal Trade Com- 
mission’s court victories over bas- 
ing point price systems formerly 
used for steel and cement. 

To add insult to injury, both 
versions clearly establish legality 
of the controversial FTC order 
preventing Standard Oil (Indiana) 
from using “unfair” prices to meet 
“unfair” prices of competitors. 

ee ee @ 

House and Senate post office 
committees are rushing at snail’s 
pace toward decisions on the $300,- 
000,000 rate increase sought by 
Postmaster General Jesse Donald- 
son. Senate subcommittee Chair- 
man Matthew Neely (D., W. Va.) 
has offered to raise $100,000,000 
for Mr. Donaldson but has yet to 
work out an acceptable bill. Mean- 
while his committee colleagues 
voted Monday to spend $50,000,000 
of this prospective increase on an 
upward revision of postal salaries 
in the four lowest wage brackets. 

House committee members are 
meeting once a week behind closed 
doors to discuss rates. A special 
subcommittee set out Wednesday 
to study a work-saving proposal 
suggested last year by Rep. Kath- 
erine St. George ( R., N. Y.). The 
St. George bill transfers tedious 
details of rate-making to a com- 
mission within the Post Office 
Department. Congress retains su- 
pervising power. 

ee e @ 

Washington Gas Light Co. may 
find itself in a new kind of battle 
when the local public utilities com- 
mission takes up a petition for a 
7% raise in gas rates filed by the 
utility last week. Local plumbers 
and appliance dealers say the gas 
company would have a more at- 
tractive financial record if it wer: 
forbidden to lump advertising, reni 
and promotional costs of its ap- 
pliance sales activities to operating 
items absorbed by gas_ users 
Plumbers and appliance dealer: 
say the gas company should sto} 
selling appliances or stop forcin, 
gas users to subsidize its applianc: 
sales. 

e-e ® 

Rep. Fred Crawford (R., Mich. 
warns that Americans are puttin: 
too much faith into academic de 
grees. He’s particularly miffed a 
people who believe a business ad 
ministration course taken at Yal: 
or Harvard is far more valuab] 
than a business administratio 
course offered at a midwestern 
fresh water university. “This pas 
sion for the liberal arts degree 
is spreading to industry, and it ma 
not be long before managemen 
requires an A. B. from its clerk 
and foremen,” he told the House 


Digest Shifts Lund to S. A. 


Robert T. Lund, formerly east 
ern manager of Reader’s Diges 
International Editions, Inc., Nev 
York, has been transferred to Sa: 
Paulo, Brazil, to supervise devel- 
opment of printing facilities anc 
advertising sales of the Portuguese 


edition. 
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How this Service-Ad* promotion helps sell space and time 


A continuing series of advertisements, like those illustrated here, is telling media 
buyers about Service-Ads* in SRDS that give them information they want, right 
at their finger-tips, when they’re using SRDS in building lists; in defending media 
choices; in adding to or subtracting from active media schedules. 


More and more media are using Service-Ads* 
to supplement their listings with points of par- 
ticular importance at the times media buyers 
are closeted from salesmen; building lists; 
whipping schedules into shape; ironing out dif- 
ferences of opinion in conference. That’s when 
clear definitions of media values are wanted 
most, and this Service-Ad promotion will re- 
mind buyers that many media sellers are pack- 
ing wanted information into Service-Ads* right 
there in SRDS. 


Service-Ads* capitalize a media-selling op- 
portunity that’s different from any other 


Your media salesmen sell information and ser- 
vice selected to match the different interests and 
needs of individual advertisers. They're order 
closers. 

Your trade paper advertising searches the 
field for new prospects and sells impressions. 

Your direct mail promotion sells either infor- 
mation or impression, or both. 

But your Service-Ads* in SRDS present the 
pertinent elements of your media story at the 
times and places buying decisions are being 
made, when all other contact opportunities are 


excluded. They’re up-to-date, point-of-sale re- 
minders of what your prospects have learned 
from your salesmen, your direct mail, your 
other publication advertising. 

That’s why Service-Ads* are the anchor-posts 
for all other media-selling and promotion effort. 
They can contribute the additional information 
that media buyers need to complete the basic 
quantitative data in the regular listings in every 
Section of SRDS. But they must be informa- 
tive; they must offer substantial facts that help 
buyers buy. Else they fall short of fully serving 
either the media or the media buyer. 


Expert copy help available 


Thirty years of exclusive service to media 
buyers has taught us a lot about the kind of 
media information they want. We'll gladly put 
what we have learned to work for you in pre- 
paring Service-Ad suggestions that sell by help- 
ing buyers buy. 

Write L. M. Forbes, Manager, Copy Service 
Department in our Chicago office, or talk with 
any SRDS representative, about what we can 
do to help you help media buyers give your 
publication or your radio station the considera- 
tion it deserves. 

*SERVICE-ADS are advertisements that supplement 


listings in any Section of SRDS with useful information 
that sells by helping buyers buy. 


We are publishing a series of promotion handbooks, 
developed from intensive, objective study of media buy- 
ing procedures and covering the full range of major 
media-selling tools (salesmen, direct mail, publication 
advertising). These handbooks are designed to help you 
increase sales and reduce unit sales costs. Two of them, 
the BUSINESS PAPER PROMOTION HANDBOOK 
and the SPOT RADIO PROMOTION HANDBOOK, 
are finished and available from any SRDS office or rep- 
resentative at $1 a copy. Others will be announced as 
they are published. 


. | -. STANDARD RATE & DATA SERVICE 


The National Authority Serving the Media-Buying Function 
333 North Michigan Avenue, Chicago 1, Illinois 
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Service-Ads* in CONSUMER MARKETS bring media 
and market considerations together at the time agencies 
and advertisers are selecting the local markets for their 
consumer advertising concentration. Fill them with 
quantitative information that helps these prospects of 
yours see why and how your medium can help sell their 
products in your area, 
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IKE fingerprints, the Journal- American bears 

the stamp of individuality .. . unequaled 

gene over family purchases in New York's 
evening newspaper field. 

No other evening newspaper even closely 
approaches the Journal-American’s coverage 
of the metropolitan New York market... im- 
pressing your brand name indelibly on the 
minds of members of 700,000 families. 

The Journal-American so completely dom- 
inates the home-reading, family audience that 
its circulation is virtually twice that of the 


ge Yin a 


second evening newspaper. It is read in four 
out of every ten homes that buy a metropolitan, 
home-going newspaper. It strikes deep into 
every neighborhood...into every city block... 
reaching the major share of the evening market 
in every district. 

Today, as customers become more selective 
in their purchases advertisers must reach more 
customers with their sales messages. When one 
evening newspaper delivers customers so effi- 
ciently, so overwhelmingly, that’s the one paper 
to use to make your sales mark in New York. 


YOUR STORY STRIKES HOME IN THE 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Information for Advertisers. 


No. 3352. Norfolk—An Unusual 
Metropolitan Market. 


A map of the retail and metro- 


politan trading area _ illustrates 
this market data folder, issued by 
the Norfolk Ledger-Dispatch and 
Virginian-Pilot. General market 
information, manufacturing and 
industries, population, retail out- 
lets, retail sales and other data 
are shown. 


No. 3353. Growin’ Pains. 


Popular Homecraft has pub- 
lished this analysis of the home 
workshop market, based on con- 
tinuing reader studies made from 
questionnaires printed in the mag- 
azine and returned voluntarily by 
readers. It reports on the work- 
shop hobbyist as an individual; the 
home workshop hobby as a mar- 
ket, and Popular Homecraft’s 
position in the market. 


No. 3354. Fresh Water Fishing. 


This is the sixth of a series of 
continuing reader studies made by 
Outdoorsman to show market 
trends in outdoor merchandise. 
Questionnaires are carried in the 
magazine and returned by readers. 
The study reports on types of 
fishing equipment owned and 
plans to purchase. 


No. 3355. Arkansas Today and To- 
morrow. 


Arkansas Dailies, Inc., has is- 
sued this file folder full of mar- 
ket data in support of a Liberty 
article called “Revolution in Ar- 
kansas.” Increases, 1948 over 1940, 
are shown for bank checks, postal 
receipts, retail sales, farm receipts 
and new urban jobs, with a further 
list of new highs for 1948. A map 
of the state’s key market areas 


covered by the Arkansas Dailies 
group is included, and so is a 
folder called “Advantages for In- 
dustry in Arkansas.” 


No. 3356. Measuring the World’s 
Biggest Farmer. 


For this study, published by 
Wallaces’ Farmer & Iowa Home- 
stead, the Bureau of the Census 
matched the publication’s Iowa 
farm circulation list with census 
records for the farms in a sample 
of the same areas used for sup- 
plementary enumeration in the 
1945 Census of Agriculture. The 
facts in the census reports for these 
1,532 subscribers were compiled 
by Wallaces’ Farmer to show U.S. 
average, northern states average 
and Wallaces’ Iowa farmers’ av- 
erage income, value of land and 
buildings, crops and _ livestock, 
farms reporting running water, 
cost of feed bought, farms report- 
ing electricity and other details. 


No. 3357. KRNT and the Vital Des 
Moines Market. 

KRNT, the Des Moines Register 
and Tribune station, has issued this 
booklet which, in a series of cov- 
erage maps, shows BMB per cent 
of audience placed with figures 
for per cent of food sales, food 
outlets, buying income, radio fam- 
ilies and other data. Another sec- 
tion is devoted to Hooper rating 
comparisons, and a third, to KRNT 
promotion and merchandising ser- 
vices. 


No. 3347. A Report on Advertising 
Linage First Quarter of 1949. 


Department store, total retail, 
national and total advertising lin- 
age is reported by the Philadelphia 
Bulletin in this new folder. 


Note: Inquiries for items listed above will not be serviced beyond Sept. 5. 


USE COUPON .TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Ill. 
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Please send me the following (insert number of each item wanted) 
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Make 
MAXWELL 
SERVICE 
SALES DEPARTMENT 


at 


‘POSTER 
ADVERTISING | 
PAINTED DISPLAYS 
SPECTACULAR | 
ELECTRICS 


OBSCURE SPECIALIST 


GETS JOB OFFERS 

This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
| profitable to you: A man with certain 

ighly specialized qualifications of lim- 
|ited applicability wanted to get into 
the agency business. He was earning 


| $7,000 in another business. As the result 


| of a $20 ad here in these classified col- 
|umns of ADVERTISING AGE, he got 
| two offers from agencies—one at $9, 
from a small agency, another at $11,000 
from a big agency ... mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 
who knows? 


insertions and spoce over 


5 inches apply on ‘displey 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 

SALESMEN 
To sell Point-of-Sale Advertising Dis- 
plays custom made for quantity buyers— 
all types of displays for window, counter 
or ftloor. We specialize in plastic dis- 
plays illuminated with incandescent, 
fluorescent, or neon or non-illuminated— 
alsc motion displays. Our salesmen make 
top-flight incomes due to our liberal 
commission and exclusive territory 
policy. A few choice territories open, 
investigate this attractive proposition 


now. State experience, previous earn- 
ings, age, and references. in _ first 
letter. 


Box 2471, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Lil. 
Copy writer..Industrial....§5200 

Manufacturer Advertising Dept. 
George Williams Co..Personnal 

209 S. State St., HA-7-2063 Chicago 


Mo. U. ad graduate wants to enter com- 
pany advertising in Midwest or South- 
west. Experience in Retail and Space 
Selling. Vet. Single. Available late Aug. 
Uhrmann, 920 Providence, Columbia, Mo. 
LAYOUT ARTIST 

Young (28) exp., desires connection with 
med. or large size agency. Can furnish bes: 
refs. and samples.Married, own home. Sai- 
ary open.Desire to increase my experience. 

Box 2567, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL. 

NEED A MAN IN CLEVELAND? 
lf 20 years’ experience in all phases of ad- 
vertising & publishing, plus integrity, 
wide acquaintance and sales personality 
santerest you let’s see what we have to 
ofter each other. 

Box 2568, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Lil. 


Space Salesman desires position. College 
graduate - self-starter for new business. 
Well known in Chicago territory. 
Box 2573, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Lil. 
PROMOTION SPECIALIST 

Top-flight idea man with proven ability 
to create sales-getting, goodwill-building 
ads seeks a real challenge. Expert copy. 
Strong direct mail exp. Univ. grad. Mar- 
ried. Now empl. Young and ambitious. 

Box 2569, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, lll. 
Advertising or Trade Publication Man - 
6 years thorough experience in graphic 
arts. Trained in layout and lettering. 
Flair for writing. Ambitious and eagei 
to work for promising future. 30, mar- 
ried. Chicago area preferred. 

Box 2570 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ll. 


NEWSPAPER EXECUTIVE 
Desires permanent position, as General 
Manager, Adv. Dir. paper up to 50,000. 
29 years experience Advertising, Bus., 
Management. Aggressive Exec ability. 
Personality, know-how. Present opp. 
limited. Details, Top references. 
Box 2572, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
GENTLEMEN, 
Will you give me a chance te prove that 
I can be of real value to you? Facts: Male, 
single, 23, U. of Ill. grad.-'49. Major: 
journ. (adv.) Seek job as eopywriter or 
radio writer. Experienced in radio writ- 
ing. Will move. A post card gets my 
portfolio. D. H. Rundell, 1444 W. Jarvis 
Ave., Chicago 26, Ill. 
ILLUSTRATOR-DESIGNER 

Ten years experience doing every subject 
under the sun wants free-lance art work. 
Your specifications handled in 54 hours. 
Free! your first 8x10 black & white 
of any subject. Kevi Kreatives, 


PRODUCTION MAN 
Competent editor, copy preparer, profes- 
sional proofreader; other useful skills. 
20 years’ experience; efficiency-economy- 
minded. Now with small Chicago agency; 
no further advancement possible. Able to 
leave city. $5,000 year minimum start. 

Box 2552, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


West Coast trade publication, leader in 
its field, wants connection with Publish- 
er’s Representatives in Chicago, Cleve- 
land and New York. Reps must have 
successful sales record. 

Box 2566, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


___ MSCELLANEOUS 


FINE AGRICULTURAL ART 
John Andrews 1504 Dodge, Omaha, Nebr. 


HOUSE ORGAN 
PUBLISHERS 


@ The man responsible for the vis- 
ual excellence of one of USA’s fin- 
est picture magazines is switching 
to free lance work. 

This skilled art director will spe- 
cialize in house organ design and 
layout. He has time available for 
one or two additional assignments. 
He will also discuss complete house 
organ redesign problems. Write: | 


Box 7409, ADVERTISING AGE. 
11 E. 47th St., New York 17, N. Y. 


.. AGENCY IDEA MAN .. 


A man with imagination—not a spe- 
cialist. We simply want a man with 
enough background and initiative to 
correlate facts into advertising and 
merchandising ideas. Perhaps this man 
now sits behind a typewriter, a desk 
or a drawing board but sees beyond 
the edge of it. He might be a “busi- 
ness-getter,” a free-lance or even 
have some business (though this is 
not important). Prefer a man under 
forty in viewpoint .if not in years. 
Salary will be that which a medium 
size progressive agency can afford. We 
are in Chicago, sell original advertis- 
ing and merchandising service to in- 
dustrial and general advertisers. If, 
with ideas, you can help us to carry 
forward you will move at the same 
pace as we do financially. Should you 
consider this your opportunity, write. 
All inquiries treated in strict confi- 
dence. Box 7414 ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, II. 


WANTED: 


ACCOUNT EXECUTIVE 


If you are in a position to develop new 
business, here’s an attractive proposition. 
We are an established medium size Chicago 
agency handling mostly national accounts. 
Full recognition. High & B rating. Com- 
plete poocuesee facilities. Exceptionally lib- 
eral nancial arrangement for the right 
man. Congenial surroundings; North Mich. 
Ave. location. Write in strict confidence to: 
Principal, Box 7412— 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


>. 


VvLL MATCH 


my experience —and results—in PR, publicity 
& sales promotion with anyone my age any- 
where. Seven of my 31 years spent with 4A 
adv. agency, large manufacturer and two nat’) 
trade assns. doing everything: developing cam- 
paigns, writing releases, feature stories, book- 
lets, house organs & contacting editors in all 
flelds. Have 2 children and feet firmly on 
ground. Looking for employer who wants re- 
sults. Box 7411, ADVERTISING AGE, 11 E. 
47th St., New York 17, N. ¥ 


Est. trade paper plumbing heating-air 
conditioning jobbers open represent- 
atives com basis: Boston-Phily- 
Cleveland, Detroit, St. Louis and 
| L. A. areas. 


| Home Comforts Wholesaler 


60 E. 42nd St., New York 17, N. Y. 


THE AMERICAN MEDICAL ASSOCIATION ... 
representing 140,000 DOCTORS, 


after a careful DIAGNOSIS, se- 
lected THE R. C. MAXWELL CO. to 
paint the celebrated picture ‘‘THE 
DOCTOR", by Sir Luke Fildes, on 
large Painted Bulletins located on 
the main ARTERIES to Atlantic City 
and on the world famous Board- 
walk, the HEART of The World's 


Playground. 
* 


May We Serve You? 


The RC. Maxwell Co. Atlantic Crtv AN 
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Survey Shows Banks’ 
Instalment Lending 
Is in Firm Control 


New YorK—No significant re- 
laxation of instalment credit 
terms by banks has been made 
since the expiration of Regulation 
W, the Federal Reserve’s control 
of instalment credit, according to 
a survey just completed by the 
consumer credit committee of the 
American Bankers Association. 

Results of the survey are being 
made available to banks through- 
out the country by the committee 
in a bulletin titled “After Regula- 
tion W.” 

Currently, banks are found to 
require one-third down payment 
on new automobiles and on post- 
war used cars. The average num- 
ber of months allowed for pay- 
ment on new cars is reported as 
22; for 1949 and 1948 used cars, 
it is 21 months, and 18 months on 
other postwar used cars. On older 
used cars, the average down pay- 
ment required by banks is re- 
ported as 40%, and the average 
maturity 12 months. 

On appliances, down payments 
required by banks range from 15% 
to 20%. On refrigerators, washing 
machines and ranges the average 
maturity is 22 months, and on 
ironers 20 months. 

On radios and radio-phono- 
graphs, the average down payment 
is 20% and the average maturity 
18 months. Average down payment 
on television is 20% to 25% and 
the average maturity 20 months. 

The committee comments that 
“there will be many variations de- 
pending on local conditions.” It 
points out that while the survey 
shows only the minimum and max- 
imum terms reported by partici- 
pating banks, “in actual practice 
the majority of the loans made 
are for periods shorter than the 
maximums.” 


Sylvania Names Three 
to Executive Sales Statt 


Sylvania Electric Products, New 
York, has appointed John K. Mc- 
Donough director of sales for its 
new television receiver line to be 
introduced in the fall. With the 
company since 1943, he formerly 
was director of private brand 
sales. 

C. K. Bagg, formerly an account 
executive of Newell-Emmett Co., 
has been named sales manager, 
and Bernard O. Holsinger, pre- 
viously advertising director of 
Rudolf Wurlitzer Co., advertising 
and sales promotion manager. 


Salzburg Resigns 


Milton J. Salzburg, sales man- 
ager of Post Pictures Corp., New 
York, has resigned, effective Aug. 
1. He will announce his future 
plans later this month. Recently, 
William P. O’Brien, police com- 
missioner of New York, selected 
Mr. Salzburg to head police co- 
ordinating councils as chairman 
in charge of visual education. 


35 years Young 
with Experience! 


Agency Production Manager with 
complete technical and managerial 
background wants change of po- 
sition with agency or Manufactur- 
er’s Advertising Dept. Expert in 
Graphic Arts, agency production 
and traffic. Copy, layout and contact 
experience, too. College, Veteran, 
Married, 2 children. Prefer Chicago. 
Box 7410, ApverTIsING AGE 
100 E. Ohio Street, Chicago 11 


ADVERTISING OR PRODUCTION MGR. 


Can handle more than production. 10 yrs. 
experience all production including type & 3 
yrs. art buying. Have worked ably with clients. 
2 yrs. adv. prom. dept; 2 yrs. selling. Sound 
advertising background. Flexible, adaptable, 
consistent worker. 38, married. Chicago (as 
now) or West Coast. Box 7413, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Il. 
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New issue out today! 


QUICK. the mew and-difergut mragerine by the 
LOOK, Sey dt pour Gaee, keeps you well 
informed, tn 63 sparkling pages, pocket-size QUICK 
ba * hews, prints ite erent 
photos, predic is events fo eome. 
Read QUICK today ~the 


poblishers of 


= Pporls the werk 


This Amazing New Cream Late Theutends of 


False Teeth Wearers 
Chew Steak, Apples! 


STAZE b atualy « plesent 
win @ handy tude! STAZE acts 
* stenting! STALE sonks edge 
© STAZE wore effectively keeps 


© De vou (er! munerab.s becauee pour 


‘Tha cee Mecawery « called STAZE |“. 
aod Dewar! hobde false teeth im piece 
fe evionubygig! Theunandy ont eek. 
oor apple tala end igugh-veimowt 
oe if they dint have, faiee teuth | 


Why put vp with aid-feehi 

memey powders « + + erdinary 

elven? Get wondercfal new BT. 

today. Only B59 pt ail drug 

eid on q eemey beck Quarenten 
me Be 


TESTIMONIAL?—For lack of a cut-off 

rule, the smiling Trumans make a per- 

fect illustration for the Staze ad in the 

lower part of this Chicago Tribune com- 
bination. 


Formfit to Open 
Fall Ad Promotion 
on Foundationwear 


Cuicaco—Formfit Co.’s fall pro- 
motional campaign, scheduled to 
begin in August, will employ one- 
half to one-fourth page ads in 19 
magazines and 300-line newspaper 
ads in 187 papers throughout the 
country, and will be backed by re- 
tailer tie-ins. 

During each month of the drive, 
a particular type of garment will 
be featured. In August, for ex- 
ample, the company’s Skippies for 
juniors and Bobbie garments for 
teen-agers will get the advertising 
emphasis. In September, it will be 
Life bras and girdles. 

A special bra promotion is set 
for early October, and in the fol- 
lowing months, foundations, bras 
and girdles will be featured. In ad- 
dition, the company is sponsoring 
a merchandising contest together 
with Coronet, during August, Sep- 
tember and October. 

Winners will receive 23 prizes 
totaling about $5,000 in cash to be 
awarded during the three months, 
with a bonus prize of $1,000 in 
cash for the best series of three or 
more tie-in promotions. 

Magazines on the schedule in- 
clude Calling All Girls, Coronet, 
Cosmopolitan, Good Housekeeping, 
Harper’s Bazaar, Holiday, Hol- 
land’s, Household, Ladies’ Home 
Journal, Life, Look, McCall’s, New 
York Times Magazine, Parade, The 
Saturday Evening Post, and Seven- 
teen. 

MacFarland, Aveyard & Co. is 
the agency. 


Borden Names Soudant 


Leon Soudant, formerly sales 
promotion manager of Nestle Co., 
has been named by Borden Co., 
New York, as product advertis- 
ing manager of Borden’s instant 
coffee and Borden’s instant mix 
hot chocolate. 


‘Redbook’ Moves Offices 


All departments of Redbook 
have moved from 230 Park Ave. 
to 444 Madison Ave., New York. 
McCall's has consolidated publish- 
ing operations at Redbook’s former 


BofA Names Ten 
to Plans Committee 


New YorK—Nine newspaper ad- 
vertising directors and one news- 
paper representative executive 
have been appointed to the plans 
committee of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association. The committee 
is composed of newspaper adver- 
tising directors and principals of 
newspaper representative firms. 
The committee chairman is Don U. 
Bridge, advertising director of the 
Gannett Newspapers. 

New members of the committee 
named to fill expired or incom- 
pleted terms are: 

Charles E. Arnn, advertising di- 
rector, Los Angeles News: H. W. 
Beyea, general manager, Hearst 
Advertising Service; Ralph W. Cal- 
lahan, business manager, Star, An- 
niston, Ala.; William J. Campbell, 
advertising director, Toronto Star: 


ager, Call-Chronicle, 


Charles C. Curtis, advertising man-| effective Aug. 1. He has been with 
Allentown,/the company for 25 years. 


Pa.; W. J. Kemble, advertising di- 
rector, Union-Sun and Journal, 
Lockport, N. Y.; John W. Moffett, 
advertising director, Minneapolis 
Star and Tribune; J. Garrett 
Noonan, advertising director, 


35 


Coords Joins Hewitt Agency Nonas Agency Appoints Two 


Deanne Coords, formerly with Elliott Nonas, Advertising, New 
Prentice-Hall, New York, has| York, has announced the appoint- 
joined the copy department of|ments of Bertram W. Lief to art 
Hewitt, Ogilvy, Benson & Mather,| director and Cordelia Feeham to 
New York. director of media. 


Louisville Courier-Journal and 
Times; William O. Savage, adver- 
tising director, Cincinnati Post; 
Delwyn J. Worthington, vice- 
president of Cresmer & Woodward 
and vice-president of the American 
Association of Newspaper Repre- 
sentatives. 


Simmonds Names Winters 


Curtis R. Winters Jr., formerly 
in charge of advertising and pro- 
motion of Southern States Coop- 
erative, Richmond, Va., has been 
named an account executive of 
Simmonds & Simmonds, Chicago 
agency. 


Pabco Appoints Kerr 


F. I. Kerr has been appointed 
sales manager for floor coverings 
of Paraffine Companies, New York, 


STUDIOS, INC. 


AMERICA’S LARGEST ART AND PHOTOGRAPHY STUDIOS 
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River Raisin is equipped tp sypplhy a 
A new and different serv 
Our Creative Staff suppl 
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PLASTICS (FORMED & FIL 


PACKING & SHIPPING 


RIVER RAISIN PAPER COMPANY 
DISPLAY DIVISION » MONROE, MICHIGAN 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS # PACKING 
MATERIALS @ FIBRE BOARDS e CORRUGATING STRAW e SILICATE OF SODA 
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WOOD AND GLASS 


ONE CALL 
for 


ALL 
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our Production 


River Raisin 
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CONSTRUCTION TECHNICIANS 
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LAMINATION EQUIPMENT 


DURABLE CARDBOARD 


ALL KINDS OF METAL 
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Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


not afraid of the future. 


Also Publishers of Beauty Fashion 


Dell Appoints Dawson 


Hal Dawson, of Dell Modern 
Group advertising department, 
New York, has been placed in 
charge of the Philadelphia and 
southern territories. Mr. Dawson 
has been associated with Dell for 
14 years. 


Fox Joins Nelson-Chesman 


James R. Fox, formerly branch 
manager of McCann-Erickson in 
Havana, Cuba, and San Juan, 
Puerto Rico, has joined the Nelson- 
Chesman Advertising Co., Chat- 
tanooga, Tenn. 


Joins ‘Family Circle’ 

A. “Russ” Russomanno, tormerly 
on the advertising staff of the 
New York Herald Tribune, has 
joined the advertising sales staff 
of Family Circle, New York. 


Tulane Publishes 
Report on Status 


of Wholesalers 


New ORLEANS—Dry goods, gro- 
cery, hardware and drug retailers 
in the “Deep Central South” still 
purchase an overwhelming propor- 
tion of their products from whole- 
salers, despite the belief that the 
wholesaler gradually is losing his 
place in the distribution system, 
according to a report published 
by Tulane University. 

The study, “Wholesale Buying 
Centers in the Deep Central 
South,” is based on a mail ques- 
tionnaire survey of 1,300 drug, 
dry goods, grocery and hardware 
retailers in Louisiana, Mississippi, 


Ren 


publishing service — 


covering important 
buyers of construction — 
ment and materials 


A NEW SELLING OPPORTUNITY 
AVAILABLE TO ADVERTISERS! 


CONSTRUCTION EQUIPMENT AND MATERIALS, 
with the initial issue scheduled to appear in October, will 
provide its readers for the first time with a much needed, 
complete Equipment News Service which heretofore has 
not been rendered by any other single publication serving 
the construction industry. 

Editorially, CONSTRUCTION EQUIPMENT AND MATERIALS 
will be devoted solely to the description of New Products, 
New Ideas, New Methods and New Literature. Over- 
whelming evidence points to these subjects as the ones 
most desired by men in industry. 

Now, with a publishing formula that has proved highly 
successful in other fields, CONSTRUCTION EQUIPMENT AND 
MATERIALS will have an 1114 x 114 page size format de- 
signed to give every advertiser a “preferred position’, 
regardless of ad size—-Covers, Full Pages, Spreads, and 
other standard units, with a 4 page minimum—with read- 
ing matter alongside every ad. 


An Editor who KNOWS the industry 


Under the direction of Donald D. King, an editor long 
associated with the engineering, construction and publi- 
cation field, CONSTRUCTION EQUIPMENT AND MATERIALS 
will fulfill the need for information to keep readers abreast 
of all new developments in a fast-changing industry. 


Digging for Business? 


PR RE ae SE ea iat 9 oi ee eee 
a ig te eterna ed he at Mes ae eae eee Mn SD 


CONSTRUCTION EQUIPMENT AND MATERIALS, 
with 50,000 (plus) copies each month, provides the only 
complete national coverage of the vast construction field. 
Now, for the first time, you can reach a// the important 
buyers of construction equipment and materials in all 
fields through one publication. Its circulation includes: 


© Contractors and their Construction Superintendents 

State and County Highway Departments 

Producers of Construction Materials 

Large Industrial and Public Utility Corporations 

Public Works, Water and Sewage Works Officials 

Logging Operators, Oil, Railroad, Mining 

Construction Equipment Distributors 

With the present trend to a Buyer's Market, this new pub- 
lication offers manufacturers of all types of construction 
equipment, small tools and materials, an economical means 
of stimulating sales and inquiries. Make plans now to be 
in on first and succeeding issues. Send for complete data 
today. CONSTRUCTION EQUIPMENT AND MATERIALS, 
Conover-Mast, 205 East 42nd Street, New York, 17, N. Y. 


CONSTRUCTION 


EQUIPMENT“ MATERIALS 


A CONOVER-MAST PUBLICATION 
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Alabama, East Texas, the south- 
ern half of Arkansas and the west- 
ern portion of Florida. 

Harry A. Mitchell, professor of 
marketing in the college of com- 
merce and business administration 
at Tulane, disclosed that tabulated 
replies show that close to 100% of 
the dry goods items purchased in 
the area are bought from whole- 
salers. 


s Jobbers also supply from 90 to 
99% of the groceries and hard- 
ware supplies, and 70 to 80% of 
drug merchandise. Professor Mit- 
chell also asked what city ranked 
highest in the value of goods pur- 
chased from wholesalers, and the 
chief reasons for such choices. 

St. Louis was the No. 1 dry goods 
supply base. Of the 281 replying, 
132 dry goods retailers said they 
preferred St. Louis. New Orleans 
was second with 29 preferences; 
Dallas was named by 19 and Mont- 
gomery, Ala., by 12. 

New Orleans was found to be the 
most popular city for obtaining 
drug supplies by 78 out of 451. 
Memphis was named by 71; Little 
Rock by 40, and Birmingham and 
Montgomery by 35 each. 

New Orleans also led as the 
hardware supply city, with 65 out 
of 313. Birmingham was named 
by 64, and Memphis by 58. 


ws The picture was found to differ 
markedly with regard to grocery 
wholesalers, however. Some 61 
cities have developed into whole- 
sale centers, probably, Dr. Mitchell 
reporis, because of the desire on 
the part of retailers for fast ser- 
vice and the ability to keep retail 
inventories down thereby. 

The size of the city was found 
to be a minor factor in determining 
its preeminence as a _ wholesale 
market. Lower prices were named 
most often by grocers as the rea- 
son for their choice, while near- 
ness, assortment and size of stock 
were found to be other major rea- 
sons. 

Druggists, however, made their 
choice on the basis of speedy ser- 
vice, primarily, with proximity, 
assortment, good service and lower 
transportation costs as secondary 
reasons. 

Hardware and dry goods dealers 
made their selections cn the basis 
of assortrnent and size of stock. 

The report was financed in part 
by the Carnegie Corp., New York, 
and is available from the Tulane 
University Press, New Orleans. 


Nesco Plans Fall Campaign 


National Enameling & Stamp- 
ing Co., Milwaukee, has an- 
nounced plans for a $250,000 fall 
advertising and promotion cam- 
paign for its entire line of elec- 
trical appliances, stainless steel 
and enamelware items. Composite 
ads featuring the entire “Nesco 
family” will appear in The Amer- 
ican Weekly, House Beautiful, 
Ladies’ Home Journal, The Satur- 
day Evening Post, Today’s Woman 
and Woman’s Day. The campaign 
also includes a general stepping 
up of promotional activity and 
point-of-sale advertising. Roche, 
Williams & Cleary, Chicago, is the 
agency. 


Logansport Papers Combined 


The Pharos Tribune (evening) 
and Press (morning and Sunday), 
Logansport, Ind., will be combined 
and sold in combination, effective 
Aug. 1. No papers will be printed 
Saturday evening or Monday 
morning. Inland Newspaper Rep- 
resentatives, Inc., has been named 
to represent the combination in the 
national field. 


Bachrach Names Reimers 

Bachrach Studios, New York, 
has appointed Carl Reimers Co., 
New York, to handle its adver- 
tising. 


Gari Agency Moves 

Gari Advertising, New York, 
formerly located at 516 Fifth Ave., 
has moved to 505 Fifth Ave. 
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Figures Transposed 
in Adams’ Article 
on Magazine Costs 


As a result of a transposition 
rnade on the press, some of the 
figures in the last column in Table 
| which accompanied the story 
by Marshall Adams on magazine 
ratings on a_ cost-per-page-per- 
‘(housand and_ cost-per-good-in- 
uiry basis were transposed. 

This table appeared on Page 37 
of the July 18 issue. The table 
should have read as follows: 


Table II 


How magazines on Youngs- 
town kitchen schedule rated 
on basis of equal weight for 
cost per good inquiry and 
cost per page per thousand. 


Cost Per Cost Per 


Good Page Per 
Magazine Inquiry Thousand Rating 
F* $ 25 $ —* — 
A 2.53 3.33 293 
Q 3.65 3.44 355 
H 2.96 4.23 360 
L 4.07 3.95 401 
E 5.66 3.80 473 
Cc 6.60 3.64 512 
R 7.08 3.60 534 
M 6.95 3.92 544 
0 7.46 3.71 559 
B 7.90 5.15 653 
P 12.86 4.15 851 
1) 13.41 4.84 913 
K 13.89 4.38 914 
G 14.11 4.25 918 
J 15.14 7.47 1131 


* Catalog for which complete data is 
not yet available. 


Foreign Language Radio 
Group Elects Officers 


Following a meeting of the 
Foreign Language Broadcast Clinic 
in New York, officers have been 
elected to the broadcasters’ newly 
formed Foreign Language Quality 
Group, set up for the purpose of 
dissemination of statistical ma- 
terial, mutually patterned promo- 
tion and cooperative problem dis- 
cussion. Chairman is Ralph Weil, 
general manager of Station WOV, 
New York. 

Other executives of the group 
include Frank Blair Jr., WSCR, 
Scranton; George Lasker of 
WBMS, Boston; Samuel Sague, 
WSRS, Cleveland Heights, and 
William Jory, WJLB, Detroit. 


Names Mike Goldgar Co. 


The Keystone Press, Madison, 
Me., has appointed the Mike Gold- 
gar Co., Boston, to handle its ad- 
vertising. Magazines and Sunday 
supplements will be used. 


( Advertisement) 


Socony-Vacuum Official 
Retires After 45 Years 


>. Roy Auster has retired as assistant 
‘reneral purchasing agent of the 
socony-Vacuum Oil Company Inc., 
ifter 45 years’ service. Mr. Auster’s 
luties, which have included all domes- 
ic purchases, are being assumed by 
E. W. Beck. Both Mr. Beck and Mr. 
Auster, like thousands of other im- 
portant industrial purchasing agents, 
are long-time thorough readers of The 
Wall Street Journal, the Only Na- 
tional Business Daily. If you sell to 
business, The Wall Street Journal 


should head your advertising list. 


Capitol Names Licensee 


Capitol Records, Hollywood, has 
licensed Capitol Records of Cana- 
da Ltd. as sole manufacturing and 
distributing agent for the Do- 
minion. The Canadian company 
is headed by W. Lockwood Miller, 
president, and Ken Kerr, vice- 
president and general manager. 
Records will be wholesaled both 
through company branches and 
independent distributors. 


Names United Advertising 


United Advertising Agency, New 
York, has been appointed to di- 
rect the advertising of Barton’s 
Bonbonniere, Brooklyn, maker of 
Barton’s candies. 


Crosby Harmonizes 
with Jacobson in 
New Sport Shirt Duo 


New YorK—Bing Crosby, whose 
myriad enterprises include prac- 
tically every type of business, has 
added another. He has entered the 
shirt manufacturing field, as pres- 
ident of Bing Crosby-Jayson, Inc., 
which he owns with F. Jacobson 
& Sons. The latter produces Jayson 
and Excello shirts. 

First product of the new firm 
is the Crosby casual shirt, intro- 
duced last week without consumer 


advertising. A year-round, rayon, 
washable sports shirt, it sells for 
$7.95. 

Samuel Jacobson, president of 
F. Jacobson & Sons, declined to 
reveal particulars on the financ- 
ing of the new company. He said 
sales on the Crosby shirt are going 
well. 

Alfred J. Silberstein-Bert Gold- 
smith has been assigned to handle 
the advertising and is preparing a 
sizable campaign for early fall. 
Full-page color copy in magazines 
will be supplemented by news- 
paper space. The company also is 
considering television. 


Meanwhile, Crosby-Jayson is 


37 
readying additional items for 
spring introduction. 

Opens West Coast Office 
Hartwig Displays, Milwaukee, 


has opened a West Coast sales 
office in Los Angeles with Frank- 
lin Boruszak in charge. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
» meena 


Artkraft Corporati 
900 Kibby $t., Lime, Ohio, U.S. A. 


“Tredemerss tog US Fer OF 


sports cartoonist 


in postage stamp space... 


Of recent months, readers of News sports 
pages have been getting a chuckle out of cartoon 
sequences by “Leo”... who can put nine panels 
of sports savvy, humor, action and good 
draftsmanship in 5 inches on 2 columns. The 
customers have been asking about the artist. 

“Leo” turns out to be Leo O’Mealia...a 
braw youngster in his sixties. He started in 
Rochester, was brought to New iy! 
York by Winsor McCay, later : | W | : | 
became a protégé of Tad... | I cpa am |! 
did a syndicated comic stri WA x AN 
called “Wedlocked” esa <s 
years, and freelanced for a period, before 
coming to The News ten years ago. He is 
responsible for the text break spots in Jimmy 
Power’s column “Powerhouse”... occasionally 
illustrates Sunday features, is a vacation 
substitute for Batchelor on the editorial page. 

““Leo’s” use of space is typical of News 
sports pages which pack away a lot of news and 
comment, and satisfy more readers than any 
other newspaper sports pages published... 
Typical, too, of the whole content of The News, 
which makes its small pages so potent and 
profitable to advertisers by exposing their sales 
messages to seven of ten families in New York 
City ...a majority in every neighborhood, social 
or economic bracket, and everybody’s market! 

And The News makes advertising 

and selling the country’s major 
metropolitan market easy and cheap 

..- has abolished the old expensive 
all-out effort once necessary. If you 


Fancy Dan 


-_ 


* <2 


aren’t in The News, you aren’t getting as much 
business as you might in the New York market 
... And if you aren’t in the New York market, 
The News can help to put you in—fast and right! 
... Ask any News office how! 


THE 4 NEWS 


New York’s Picture Newspaper 
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Hard Lines Key 
to Hard Times, 
Alderson Says 


Calls Consumer Durables 
Sales All-important 
to Nation’s Economy 


PHILADELPHIA—“It is not a de- 
cline in consumer incomes that 
is currently depressing the mar- 
ket, but a falling demand for con- 
sumer durable goods and a corres- 
ponding increase in personal sav- 
ings.” 

With that sentence, the July is- 
sue of “Cost & Profit Outlook,” 
published by Alderson & Sessions, 
Philadelphia marketing and man- 
agement counsel, sums up a terse 
discussion of one of the more im- 
“portant problems now facing top 
management. 

The article presents charts show- 
ing the status of personal savings 
versus sales of consumer durable 
goods for each quarter during 1946, 
1947 and 1948, and notes that the 
striking feature of the current bus- 
iness decline is the “slacking off of 
consumer expenditures despite the 
maintenance of the high level of 
consumer income.” 


s Additional data is presented to 
show that “devices to support the 
level of consumer incomes are not 
enough if consumers are currently 
saving as much as they spend for 
durable goods and the savings 
trend continues upward... Here is 
a challenge that will be met by 
private business management if it 
is met at all.” 

“What can management do to 
meet the challenge in the market 
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for durable goods?” the article in- 
quires. “Are the best customers 
for automobiles and appliances 
forced out of the market from time 
to time because of accumulated 
commitments against future in- 
come? Is there a feasible method 
of harnessing the desire to save 
and converting the more cautious 
consumers into current buyers of 
durable goods? 

“Should manufacturers in these 
fields introduce more drastic im- 
provements and greater diversity 
of products with the dual objec- 
tives of sustaining current demand 
and broadening the total market 
for consumer durable goods?” the 
article asks. 


ws Without attempting to answer 
these questions, “Cost© & Profit 
Outlook” offers an arbitrary clas- 
sification of consumers into three 
groups. The first group considers 
autos and appliances essential parts 
of its standard of living, and most 
of them have now satisfied their 
current needs and are temporarily 


out of the market. 

The second group, it continues, 
includes the cautious buyers who 
view autos and appliances as de- 
sirable but not essential. Many of 
the members of this group refuse 
to buy anything unless they can 
pay cash. Under the Nugent Plan, 
presented by Rolf Nugent in 1944, 
management might be able to bring 
this potential market into actuality 
by offering a method of making 
advance payments on consumer 
durables to be delivered later, thus 
capitalizing on the saving habit, 
it is pointed out. 

The third group, the article the- 
orizes, has never really been sold 
on autos or appliances. These con- 
sumers consider durables greatly 
over-priced for the values, or they 
feel that they can get along satis- 
factorily without them. 


a This group is prone to criticize 
American industry for failing to 
provide autos that can match the 
economy of some European makes. 
They feel that improvements such 


as indestructible and long-play- 
ing records were wilfully kept off 
the market for years, and demand 
a wider range of real choice in 
every product field. 

While realizing the potential 
market provided by these groups is 
one of the major problems facing 
marketers today, the salient fac- 
tor, according to the article, is that 
savings today about equal expendi- 
tures for consumer durables. 

Families have not experienced 
an appreciable loss of income, thus 
deficit spending will not solve the 
problem, Alderson & Sessions con- 
tends. The only answer to the 
present business decline lies in 
somehow persuading American 
families that expenditures for 
“consumer plant” are a capital in- 
vestment comparable in many 
ways to savings. 


Names Doyle, Kitchen 

Doyle, Kitchen & McCormick, 
New York, has been retained to 
handle the advertising of Mathie- 
son Chemical Corp. 
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KNBH Moves Offices 


KNBH, NBC Hollywood teley - 
sion station, has moved its office 
from the network’s building «at 
Hollywood and Vine to the RC\ 
building at Selma and Vine. Lo- 
cated in the new office are Haro! 
J. Bock, manager of television op- 
erations; W. Wallace Boone, bus)- 
ness manager; Robert V. Brow). 
program manager, and Edward } 
Sobel, executive producer. 


Confectioners Plan Meeting 

The National Confectioners’ As - 
sociation will hold its 67th conven- 
tion and 24th confectionery indus- 
tries exposition in New York, June 
4-9, 1950. Convention headquarters 
will be at the Waldorf-Astoria, and 
the exposition will be held in 
Grand Central Palace. 


Lane Appoints Pfeiffer 

George Pfeiffer III, formerly ad- 
vertising director of McGraw-Hill 
Book Co., has been named man- 
ager of the book division of Lane 
Publishing Co., San Francisco, 
publisher of Sunset magazine and 
Sunset books. 


“eco 100 ca TOLEDO 


Delta is an alert little community in Fulton County—population 1,773—and if you go right out State 
corner of Superior, Beech and Huron 


Toledo, which is where Fl l. : 


Highway No. 2, 


Streets in 


Although the loss of its Town Hall hurt, still Delta could do with a new one after 53 years. 
was a fair amount of insurance coverage, too, so there was little delay in planning a peach of a new 
community center. ” course it would have plenty of room for another 


library—and another fire ~. 


Ih 


it is just 27 miles 


And of : 


vt ! 


) 


from the 


Fey 


> department! 


P| 


But getting books for that library was something else. 


12,000 books had been lost in the fire. Only the 2,000 that were in circulation had been saved—but goodness 
only knew who had them. Those books had been painstakingly accumulated over a good many 
years, too. And there was no such money at hand as it would take to replace them. 


The small fry especially missed the library. There were dozens of youngsters from Delta and a couple of 
neighboring townships that were almost daily visitors. 2 
clustered across the street from the ruins almost as 
Kathryn Staehling, Delta’s librarian for the past 15 


lost without the library.” 


Delta’s big problem was how to get books for them. 


It was about then that Kay Quealy, woman’s editor of The Blade, went to Delta to talk to its woman’s 
club and she learned of the community’s plight. When she came back, she told The Blade’s public relations 


department what had happened. 


Two days later, The Blade’s public relations director was in Delta with an offer of the services of his news- 
paper’s distinguished and widely-loved editor-in-chief, Grove Patterson, to speak at a rally to start a new library. 


Early in the morning of March 14, 
a $125,000 fire burned up everything 
that would burn in the 53-year-old Town 
Hall in Delta, Ohio— including the fire department. 
Worst of all, the public library that was the whole community’s particular pride, was a total loss. 


After the fire, little groups of them 
soon as school was out. As Mrs. 
years, said, “They just seemed 


THE STORY OF HOW DELTA, OHIO, LOST ITS LIBRARY 
— AND THEN GOT IT BACK AGAIN 
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Smoking Pipe Makers 
Organize to Map 
Sales Promotion 


New YorK—A committee of 
smoking pipe manufacturers has 
been organized here to explore 
means of stepping up sales. The 
croup will function in cooperation 
with the National Association of 
Tobacco Distributors. 

The committee was formed by 
the association to consider mar- 
ket readjustment problems. par- 
ticularly current misbranding and 
misrepresentation of smoking pipe 
values. A large surplus dumped 
on the market following the war, 
it is said, has been more or less 
absorbed, but sales are still lagging. 


While pipe sales by units have 
been fairly good, dollar volume 
has dropped. 

According to an _ association 


spokesman, the number of smok- 
ing pipe manufacturers increased 
during the war from 24 to 70. To- 


day, he said, bona fide manufac- 
turers number about 40. 

The committee is scheduled to 
select a chairman at its next meet- 
ing, to be held about Aug. 1. Mem- 
bers of the committee are: 

S. J. Manheimer, vice-president, 
Kaywoodie Co.; Herbert Schloss, 
president of S. M. Frank & Co. and 
William Dumuth Co.; Robert Stern, 
vice-president, L. & H. Stern, Inc.; 
George Wilson, vice-president, 
Continental Briar Pipe Co.; Ben 
Lieber, general sales manager, 
Knickerbocker Smoking Pipe Co.; 
Daniel Colman, president of the 
Danco Corp., and Joseph Kolodny, 
manager of the distributors’ as- 
sociation. 


How TO 00 BUSINESS §| 
UNDER 
ARSHALL PLAN 


| HOW-WHAT-WHERE-To tie in with for- 
eign trade week, Union Bank & Trust Co. 
of Los Angeles used this window display, 
prepared by Westinghouse, showing 
“How to do business under the Marshall 
Plan.” 


Snow Crop Starts Summer 
Newspaper Series for Juices 
Snow Crop Marketers, New 
York, has launched a summer 
newspaper campaign to promote 
frozen orange juice concentrate. 
Advertisements featuring the} 
orange juice concentrate also will|peal of a new grape product, 
emphasize the warm weather ap-! frozen grape juice concentrate re- 


Rod Maclean is advertising man- 
ager of the bank. 


cently developed by Snow Crop. 


The Snow Crop advertising 
series, ranging from 1,278 lines to 
500 and 250-line insertions, will 
continue through October in key 
newspapers from coast to coast. 
The company’s current campaign 
in radio and magazines will be 


‘continued. Maxon, Inc., is the 
agency. 

WESB Appoints Oliver 

Ernest F. Oliver has been 


named general sales manager of 
WESB and WESB-FM, Bradford, 
Pa. A radio executive for 16 years, 
he will assume his new duties Aug. | 
22. Mr. Oliver will leave WENY, | 
Elmira, N. Y., where he was com- | 
mercial manager, to join WESB. 


To Publish ‘Lab World’ 


Lab World, monthly for the med- 
ical laboratory field, is being pro- 
jected for November publication. 
The publication is located at 1930 
Wilshire Blvd., Los Angeles 5, and 
Louise O. Simonson is editor. Ad- 
vertising rates range from $220 to 
$180 per page, depending on fre- 
quency. 


| 
| 


Grove is pretty widely held to be the dean of America’s newspaper editors. There aren’t enough days for 
him to fill all the requests he has to speak, and he spends most of his mealtimes be- 


hind a hard roll at a speaker’s table. (You 


larity!) 


It was suggested that tickets would sell at $1 and sponsor’s tickets at $5. Whatever it cost 
to print tickets and programs and any other expenses would be paid by The Blade. Every dollar, 
subtracting only Federal tax, would be used to buy some books. 


Thus it happened on Monday night, May 2, that 600 or so residents of Delta crowded into the school audi- 
torium to hear Grove Patterson talk on ‘‘The Way of the World in South America.’’ Using the title of his daily 
column in The Blade, he told a warm, friendly tale of his recent two-month tour of Latin America. 


Girls of the Delta High School sophomore class, pretty in their long dresses, smilingly showed everyone 
The school orchestra 


to a seat. 


Before Grove spoke, Mrs. Staehling reported that she was getting all sorts of offers now from individuals 
and libraries that wanted to help. Included, she said, was Toledo’s 
which would gladly let them have books from several of its branches %, 


during the war. 


The Blade’s editor-in-chief responded by telling how good this made everybody on The Blade feel. He told 
how his newspaper’s objectives included being of service to all the vast community it serves and that The Blade 
was mighty glad it had been allowed to help. Anyway, the Good Neighbor policy had worked wonders. 


When it was all over, the library was exactly $1,610 ahead 
happiest woman in Fulton County. Two hundred sponsor’s 
each, which prompted Grove Patterson to remark that never 
that much just to hear him. Numbered among the sponsors were men and women from eight nearby towns, as 
well as from Toledo and former Delta residents from places as far off as Utah. And The Blade had bought 10 


know what they say about 


me AG ' never played better. 


bi x 


. 


before had it 


of these tickets just to start things off. 


Still more good news came from New York. When told of the library’s need by The Blade, Harry Scherman, 
president of the Book-of-the-Month Club, 


assorted titles. 


Not much wonder, then, that a lot of Delta folks that night, when they thanked Grove for coming, told him, 


promised that he would send 


“The Blade is my newspaper, too.”’ 


”" great public library 
that had to be closed 


and Mrs. Staehling was the 
tickets had been sold at $5 


such popu- 


cost anyone 


another 100 


... and this is the TOLEDO BLADE 


Delta is just one of many livewire commu- 
nities in the Toledo Blade’s man-sized 14-county 
market. (There are 78 cities and towns with a 
population of 500 or more!) Here advertisers 
will soon find that this friendly feeling for The 
Blade, far from being confined to Delta, is a 
remarkably contagious thing. Multiplied many 


times over, it is commonly shared in all the 
communities The Blade covers, and across these 
fertile farmlands. 

Thus advertising cultivation of this rich 
market is easier and more economical, too. 
Advertisers win a healthy share of this friend- 
liness toward The Blade. 


TOLEDO BLADE 
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One of America’s Great Newspapers — 


in One of America’s Great Cities 
REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
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Although fine engraving is mainly 
responsible for its enviable reputa- 
tion, G. R. Grubb & Co. (estab- 
lished 1909) is fully staffed to give 
top service in all types of photog- 
raphy, retouching, creative design 
and finished art as typified above. 
Customers . . . using any or all, as 
needs demand . . . are highly com- 
plimentary. You, too, can benefie 
from this complete service. Why 
not write or call for full details? 


GR.GRUBB &CO, 


ENGRAVERS 
Artists - Photographers 


CHAMPAIGN, ILLINOIS 
PHONE 5209 


—_ 
|_| 
PV i- ; ae : 4 ; 
fice | i 
at | J 
IC 4 fs “ . 
Lo- _ ¥ et 
ro! ? proce DY ¥ i 
Oo} 7 wm (a sre S| 4 | : of 
us) - i yr i | - z, 
wi. ( me ”% 
i } wi a ' | i oy ze 
— oa 
wow ow | a 
As.- one pa Nae COOwred: \ : 
yen - =~ somite reew me os of FA 0000 
dus - c= § a 
lune 2.2 . ieee 
‘ter Ss 7 i : 1 3 pane 
an ee = 
Me | | 
ad- - <3 
-Hill > +t 
nan- foal ° 
vane aA 2" 
isco, a - fe) 
_ tS) ray 
| cS vad 4 Pp 
Oe cep eretriemerengsoneneceengneapeenpeseens-ceteiieeegustenyesnesnsaiouenenunesanearennanapedinjysomnvetstnsandseiilsdusnaneitangenssinsiqnsnsenasicininne-ssiiasiednescisgieisNitipstansiaiasiannan _ 
- < I : om « 
ie Zz _ ¢ a t 
a a aS, zt ae 
i. ~~ — ? ht 2 <-> 
"ae iS J na . a a se 4 
ap. Sy. : 
——'a 1 . e 
? “2 = ” 
dy “ ; Dead 
—— ‘ & 
i ‘ . pes eae . 
» ~\ +, “La 
4 E49 en ) 7” ti “a 
& a Be ? / 4 . es 
“| - # J 
o, } i ? a 
me ‘ yi at ef 
y eat “i ~ : 
y F 5 — 
/ % ') = ae. ke 
¢: ‘ * “s [ g a od a ¢ ¥ 
t a . | , 
1ent. 3 f “ 
i 2 . Ma 
tip a f\w , : ~ A yx ; ty rh 4 ’ 
ight Bh & x 
* ; j py a Qs 
a gs Miegle 4 Sh . , 
7: ff é Sh, ‘ 
Jd / ‘ 
i, 2 / 
J wit ‘] : . 
yy 7 ff ‘ : Oe 
ee Oe A Px * 
F : ae _~ : : + 
& OW e Fi 
SS es ee. 
’ == Ji F 
ee = ~ ~~ re 
3S Ad wa 
——_ ; —_ y 
= Fe ros o* WJ 
. i ’ sine 
2) 
. 
ee ENO) Aygh thy Jip ih Yiiyjly ‘hy iy MMi Me ME JLiGE tip Wig hy, ‘ity j yyy “a 4 
| 
| 
le of | 
Mrs. 
, ee ee 
] 
} 
ee | 
>wS- 
ary. | 
i oe es are ga rae = A Di on Rit, a) bes f paw ade “a - NES aes en “i ye te cet a ations ee ie es Sh = =e th shy : a cers ee ir ea * zie auc Bo « 
ao Ph Reese ee LIS Lee Pee Une tT ES Eee Ley ee aN ot eg hed 


a 
= A COMPLETE NOVELETTE wa 
WHY THE CIO j 
BOWED ouT ‘an 


Or (AMES 8. CAREY F 
rr 
pees 
tk } 


: 


ce 


%, 


the 


3 leaders 


in 
magazine 
advertising linage 


for 


months 


this year’ 


Right now, with sales just a little 

tougher to make, is a good time 

to re-examine your magazine advertising 
schedules. And a fine time to 

find out what The New York Times Magazine 
and its 1,150,000 circulation all over 

the country can do for you. 

Just call LAckawanna 4-1000...or 

The New York Times office in Chicago, Boston, 
Detroit, Los Angeles, San Francisco, 

London, or Paris. 
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PHOTOGRAPHIC REVIEW 


AT CONVENTION—National officers of Alpha Delta Sigma, national advertising 

fraternity, visit a Weyerhaeuser lumber mill during the fraternity’s convention in 

Eugene, Ore. Left to right: B. R. Canfield, Babson Institute, elected national presi- 

dent; Donald W. Davis, head of the advertising department, Penn State, retiring 

national president; Milton E. Gross, School of Journalism, University of Missouri, 

executive secretary; and Robert W. Kenyon, advertising department, Boston Post, 
retiring eastern vice-president. 


ENJOY LIVELY FLAVOR OF “CAN'T-BE-COPIED” ENERGY DRINK! 
© Feet vase spiris soar os the 

Bev or of Dr Pepper lefts you ~ fave’ Dr Pepper 
weve: fats pow ber eure / s bleaded of ehole- 


vome ingredienss thar mean mou for pep 
and pleamre! Ash for ue wherever you go 


NEW SLOGAN—This ad, first in the schedule placed by Ruthrauff & Ryan, Chicago, 
recently appointed by Dr. Pepper Co., Dallas, features the new Dr. Pepper vendors 
and a new slogan. Black and white and Sunday color comic ads are breaking in 
a long list of newspapers across the country. 


Metropolitan Bostor 
Market 


POSTER COVERAGE ANALYSIS—Victor Pelz (right), director of the Traffic Audit 
Bureau, emphasizes a point in a discussion of outdoor advertising, while Marion 
Harper Sr., of Marion Harper Associates, watches closely at a media research group 
meeting of the American Marketing Association in New York. 


LUID—Robert F. Cochrane, sales manager of John Donnelly & Sons, Boston, told the 
edia research group of the American Marketing Association in New York that 
the audience for poster advertising changes 60% daily. 


GRAND—Speidel Corp., Providence, will 
offer dealers this mahogany-finished re- 
production of a grand piano when fall 
and winter watchband promotion gets 
under way. The counter merchandiser, 
which plays a tune when the lid is raised, 
holds four trays of Speidel watchbands 
and watch bracelets, and was designed 
to help introduce two new designs—Sir 
Galahad for men and Golden Harvest 
for women. 


FOXY—The illusion of a stream of beer 
features this point-of-purchase display, 
created and produced for Peter Fox 
Brewing Co. by Kendall Displays, Chi- 

cago. 


NEW—The Upjohn Co., Kalamazoo, will 
distribute this vitamin window display 
to drugstores all over the country during 
September. The center panel, a reproduc- 
tion of a Douglass Crockwell painting, 
is backed by a Kodachrome picture of 
a Unicap capsule counter and packaging 
machine. 


GIANT—Friend Brothers, Inc., Melrose, Mass., opens a car card 
campaign for its brick oven baked beans and other food prod- 
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NO REFLECTION—The July cover of Seventeen features trick cover simulating a 

bathing girl reflected in a pool of water. Using two Kodachromes, one reversed, 

the cover achieves the effect without the wavering lines an actual reflection would 
have produced. 


“Lverybody’s Food News — EXTRA newt 


PME CHICKEN 
PEEDY WAY Fe PRIGAS 


MER MEALS MADE EASY 


“POR SOALL Famiies 
Me ss 


SUMMER PROMOTION—Two sizes of Lynden chicken are shown in this outdoor poster, 

one of a series promoting Lynden chicken and turkey products packed by the Wash- 

ington Co-Operative Farmers Association. The posters are appearing on the West 

Coast from San Diego to Seattle. Pacific National Advertising Agency, Seattle, handles 
the account. 


OAKLAND ADDED—Arthur Strang (second from left), Chevrolet’s Oakland zone man- 

ager, presses the button to light the new 80’ bulletin at Oakland Civic Center. Left 

to right are William Hawley, Foster & Kleiser’s Oakland branch manager; Mr. Strang; 

Bill Hunt, local Chevrolet city manager; Mil Johnston, manager of the San Francisco 

office of Campbell-Ewald Co., and Harold Hopps, Oakland sales manager of Foster 
& Kleiser. 


ucts with this 16x44” card, said to be the largest car card ever 
used in New England. Ingalls-Miniter Co., Boston, is the agency. 
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Heavy Sales Forecast 
in Tots Wear Market 


Prices Down, Quality 
Up; Manufacturers Plan 
Aggressive Ad Drives 


By JOHN MILLER 

Cuicaco—It’s a cinch that, bar- 
ring a bad jolt to the nation’s 
economy, merchandisers of in- 
fants’ and children’s wear will en- 
joy one of their biggest and best 
selling seasons this fall. 

Prices are down on many items, 
making clothing, shoes, furniture, 
etc., for this huge market more 
attractive than ever to price-con- 
scious consumers. Some manufac- 
turers have improved the quality 
of their offerings without being 
forced to boost price levels to the 
trade. The market is ready and 
waiting, and leading companies, 
as well as retailers, plan aggres- 
sive advertising and promotion to 
get their share of potentially 
greater sales. 


ws Here are some of the market 
factors that indicate plenty of 
sales this fall, and in the years 
ahead as well, according to trade 
sources which should know: 

1. The birth rate turned upward 
in 1941, continued to gain, and is 
still expected to increase. Births 
dropped slightly in ’45, but showed 
a 1,000,000 gain in 46. 

2. The six-to-12 age group is 
one of the biggest buying brackets 
now. 

3. The farm population shift to 
the cities in the past decade has 
built up the urban market poten- 
tial. 

4. Magazines, movies, and the 
radio have made youngsters style- 
conscious—even the three to four- 
year-olds. 


e 5. Manufacturers have complied 
with consumer demand, providing 
proper styling, good materials, 
more color varieties, etc. Measure- 
ments have been standardized for 
clothing, by government rule; “in- 
between” sizes are available. 

6. Many specialty shops have 
opened their doors during the past 
decade to cater to the youngsters’ 
needs. Dress racks are the right 
height, shelves are low, books are 


handy for the kids. 

7. There is pricing in all lines 
now. In contrast, 15 years ago 
parents were offered only cheap 
clothing or the very expensive 
grades. 

8. The industry itself is much 
better organized. Seasonal promo- 
tions, fashion shows, trade meet- 
ings, etc., are the vogue. 

9. With the buyers’ market at 
hand, leading stores plan to meet 
competitive selling and maintain 
a profitable volume by offering 
better service, tying in with man- 
ufacturer advertising and promo- 
tion, etc. 


s An indication that there should 
be plenty of activity in the back- 
to-school period this fall was seen 
at the recent two-week women's 
and children’s wear market spon- 
sored by the Merchandise Mart 
here. There were 82 exhibitors of 
children’s wear, 46 of women's 
wear. The new fall and winter of- 
ferings were shopped by about 
600 midwestern buyers, and orders 
were heartening to the great ma- 
jority of market members. 

Quality of the goods at the Chi- 
cago show was improved, especial- 
ly in the teen-age bracket, buyers 
agreed. They shopped carefully 
for attractively-priced items, and 
found lower prices on such items 
as children’s ski and snow suits, 
woolen toddler suits, etc. Sales of 
children’s lines generally were 
heavy. The Mart built a new, long 
runway in its Merchants & Man- 
ufacturers Club, where as many 
as 1,500 can be seated, to display 
the new offerings. 


es Manufacturers in the infants’ 
market offer parents plenty to 
choose from in cribs and mat- 
tresses, layettes, nursers, diapers, 
training suits, shoes, furniture, 
carriages, scales, toys, gifts, etc. 
The children’s market, once badly 
neglected according to present- 
day standards, offers this variety 
of goods: Dresses, suits, coats, 
shirts, skirts and blouses, slacks, 
shorts, playsuits, sun and snow 
suits, overalls, rainwear, sports- 
wear, sweaters, underwear, night- 
gowns and pajamas, shoes, socks, 


lala 


dad Sere Oe 


FOR ALL SIZES—Current magazine advertising of leading man- 
ufacturers in the infants’ and children’s market includes these 
appeals. Vanta is using tiny-tot testimonials and a baby photo 


fabrics makers, 


When you see this\ 


Advertising Age, July 25, 1949 


7 pk \ 


, . 
\on this | 
: 


—buy it! 


lis a 
bat a hess 


contest, and offers mothers a free baby-care book. Among the 
Bates employed a father-and-son ensemble, 
made by McGregor, for a Father's Day suggestion. 


hats, furniture, toiletries, books, 
toys, dolls, etc. 

The industry has been adver- 
tising to retailers extensively in 
recent months, via such publica- 
tions as California Juvenile 
Trends, Los Angeles, Earnshaw’s 
Infants’, Children’s and Girls’ 
Wear, controlled circulation 
monthly, Infants’ & Children’s Re- 
view, monthly published by Haire 
Publishing Co., and Juvenile Mer- 
chandising, a Pinover Publications 
monthly devoted exclusively to 
juvenile furniture, wheel goods 
and related items. Industry leaders 
have been emphasizing their na- 
tional promotional plans and are 
urging dealers to make the most 
of their opportunity by tying in 
with newspaper ad mats, window 
displays, counter displays and 
cards, booklets and_ statement 
stuffers, hang tags, clerk instruc- 
tion guides, sales bulletins and 
many other selling aids. 


ws Among the leaders, William 
Carter Co., Needham Heights, 
Mass., claims distinction with the 
largest continuing ad campaign in 
the infants’ and children’s under- 
wear field. Carter clothes are pro- 
moted in such publications as Baby 
Care Manual, Baby Post, Baby 
Talk, Christian Science Monitor, 
Congratulations, Good Housekeep- 
ing, Ladies’ Home Journal, My Ba- 
by, Parents’ Magazine, Today’s 
Woman, Young Years, Your New 
Baby and Woman’s Home Com- 
panion. 

McKem-Vanta, New York, man- 
ufacturer of McKem cotton knits 
for infants to teen-agers and Vanta 
underwear, outerwear and toilet- 
ries for infants and children, told 


the retail trade its ad messages 
|will appear in Baby Talk, Boys’ 
| Life, Good Housekeeping, Ladies’ 
|Home Journal, My Baby, Parade, 
|Parents’ Magazine, This Week 
Magazine and Your New Baby. A 
recent spread in the campaign em- 
ploys an “I’ve changed to Vanta 
because...” appeal, with pictures 


Sand testimonials of the young fry 


| who sport those garments. Mothers 
are offered a free baby-care book 
and are invited to ask for the 
name of the store where they can 
get entry blanks in the company’s 


baby photo contest. 

Keko Products Division, Shel- 
byville, Ind., which advertises Ke- 
ko baby pants and Wonderland 
bibs in baby care magazines, cred- 
its its national advertising with 
having quadrupled sales in less 
than a year. A Vinylite plastic 
film is used for the products. 


a Typical of promotion-minded 
manufacturers is Supak & Sons, 
Minneapolis, which plans to ad- 
vertise its new line of Weather 
Winky snowsuits in Good House- 
keeping, Life, New York Times 
Magazine, Parents’ Magazine and 
Today’s Woman. It is offering re- 
tailers newspaper ad mats, state- 
ment stuffers, Kodachromes, sales 
bulletins, hang tags and counter 
cards to help them cash in. 

Bunny Bear, Inc., Everett, Mass., 
whose convertible auto bed and 
seat for babies is sold through de- 
partment stores, offers them ad 
mats, counter displays, booklets, 
etc. This company sells a complete 
“nursery family” line of crib and 
bed mattresses. 

Textile manufacturers also are 
promoting their lines to consumers 
via magazine space, and United 
States Rubber Co., New York, re- 
cently announced it will use Au- 
gust and September issues to in- 
troduce women’s and children’s 
dresses made of Rubiyarn ging- 
ham, the first of several fashion 
fabrics it plans to market (AA, 
June 20). 


Durene Association of America, 
New York, is employing a mag- 
azine series to promote the Du- 
rene mercerized cotton label on 
socks, undershirts, knit suits, 
sleepers, polo shirts, etc. Bates 
Fabrics, Inc., New York, also uses 
color magazine copy to promote 
its all-combed Sanforized broad- 
cloth. Ads frequently feature the 
names of leading manufacturers 
that produce the garments using 
these trademarked fabrics. 


Appoints Moser & Cotins 
Honey-Butter Products Corp., 
Ithaca, N. Y., has appointed Mose1 
& Cotins, Utica, N. Y., to handle 
a fall test campaign for a new 
food spread. Blending honey and 
creamery butter in a spread avail- 
able in three flavors, the new 


product will be introduced in the 


fall only to test markets. In the 
past, Honey-Butter placed adver- 
tising directly. 


Appoints Reibold 

E. L. Reibold, sales promotion 
manager of Cluett, Peabody & 
Co., has been named director o! 
the company’s sales offices in Chi- 
cago, St. Louis and San Francisco 
effective Aug. 1. Mr. Reibold wil 
have his headquarters in Chicago 


Gets Clothing Account 

J. B. Taylor, Inc., Dallas, has 
been retained to handle the ad- 
vertising of Pied Piper of Dallas 
children’s clothing manufacturer 
Trade publications and magazine: 
will be used, starting in August. 


advertising display. 


problem. 


DISPLAYS 


Let us put our diversified facilities to work for you. 

We are creators and manufacturers of eye-arresting displays in 
plastic, wood, metal, wire, tubing, glass, masonite, cardboard— 
we reproduce your copy by litho, screen or letterpress—and we 
combine any of them to produce unusual or seemingly ‘‘screw-ball’”’ 


GOT SOMETHING IN MIND? Let us assist in solving your 


PHELPS MFG. CO., TERRE HAUTE, IND. 
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Along the Media Path 


e American Broadcasting Co. is 
mailing a four-page booklet to ad- 
vertisers and agencies, explaining 
TV program ratings by means of a 
peephole tab which may be lifted 
to check on the answers to cur- 
rent questions. 

One auizzer is: “If the rating of 
your television show was 50 in 
January, 1949, and it dropped to 
30 in July, how many viewers 
would you lose?” The answer: 
“You’d lose none! Matter of fact, 
you’d gain 13%.” The sharp in- 
crease in video setsownership ac- 
counts for the change, of course. 
ABC’s research department says 
that between January and July, set 
ownership has skyrocketed from 
876,542 to 1,650,000. 


e Engineering News-Record 
hunted up a quote from Byron, 
“With just enough of learning to 
misquote,” in apologizing for its 
“witless irreverence” in giving 
him credit for a Tennyson gem 
used in the booklet announcing its 
September “Building a Greater 
America” issue. The mistake 
brought a flood of letters. 

The McGraw-Hill publication is 
using folders and booklets to pro- 
mote the forthcoming issue to dis- 
tributors, contractors and con- 
sulting engineering firms, as well 
as spreads in the publication it- 
self, addressed to readers. One re- 
sult of the pre-publication pub~ 
licity is orders for hundreds of 
copies at $3 apiece. 


e The Atlantic Monthly is restyl- 
ing and expanding its “Accent on 
Living” section, which spotlights 
the pleasant sides of life, and open- 
ing those pages to advertisers with 
the September issue. A three-col- 
umn makeup will be used and color 
offered; ads will range from 1/6 
to full pages. 


e Station KOIL’s all-out campaign | 


to convince advertisers that “sum- 
mertime is a good time to use the 
air” has produced these results to 


date: Five new accounts have been | 


added, four have been reinstated, 
and more than a dozen regular ad- 
vertisers have slanted their com- 
mercials to the vacation theme. 

The promotion, launched May 
30 by the ABC affiliate in Omaha, 
employed a series of invitation-size 
cards to a list of 300 advertisers 
and prospects; four-page broad- 
sides; car cards, cab signs, win- 
dow and counter displays; a KOIL 
lobby display and studio banners; 
sidewalk quiz shows, and a series 
of small-size ads in the Omaha 
World-Herald and Omaha Shop- 
ping News. Backbone of the pro- 
motion is the show, “Let’s Go 
Places,”’ aired four times weekly 
and providing listeners with 15 
minutes of information about 
parks, beaches, fishing and picnic 
spots, special outdoor events and 
national resorts. KOIL also is re- 
peating a popular “Take Along a 
Portable” theme. 


e@ Outdoorsman, which will cele- 
brate its 50th birthday in 1950, 
will get off to an early start with 
a complete face-lifting in the Sep- 
tember issue. A new cover tech- 
nique in four colors, developed by 
artist Richard Loehle, will be 
used; features will be transferred 
from up front to their proper de- 
partment among the five basic in- 
terests—fishing, hunting, dogs, 
boating and camping—and will be 
picture stories, not straight nar- 
rative; and the new products de- 
partment will be abandoned, with 
new gadgets presented within the 
department to which they relate. 


e The Chicago Tribune recently 
mailed to more than 2,000 dealers 
in the city and its suburbs the in- 


itial issue of “Chicagoland Radio 
and Appliance Dealers News,” a 
six-page pamphlet which covers 
activities in the field. It is to be is- 
sued regularly by the Trib’s ad de- 
partment. The lead article in the 
first pamphlet tells how Clyde 
Chambers, Elmhurst, Ill., dealer, 


| 


parlayed an electric refrigerator| Week, Fortune, Nation’s Business, 
into a $250,000-a-year business,| Newsweek or Time, and a special 


and includes data on television and 
refrigerator sales, and on types 
and locations of appliance outlets. 


e U. S. News & World Report has 
begun mailings to advertisers and 
agencies reporting results of a dup- 
lication study made for the publi- 
cation by Benson & Benson, Prince- 
ton, N. J. Mailed to 5,000 U. S. 
News subscribers, the study asked 
if they subscribed to Business 


report is being produced for each 
publication. The first reports on 
Newsweek, and shows 84.4% non- 
duplicated subscriptions between 
this magazine and U. S. News. 


Ratcliffe Appoints Foy 


Raymond W. Foy, formerly sales 
and research manager of the Dal- 
las News, has been named an ac- 
count executive of Ratcliffe Adver- 
tising Agency, Dallas. 
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Gile Agency Moves Office 
Chester A. Gile Advertising, 
Minneapolis, has moved its offices 
from the Thorpe building to larger 
quarters at 329 Palace building. 
Richard Ter Bush, formerly with 
Melamed-Hobbs, has been named 
creative department head. 


Radiant Appoints Feldman 

Herschel Y. Feldman, general 
manager, has been appointed sales 
manager of Radiant Mfg. Corp., 
Chicago, manufacturer of projec- 
tion screens. 


Puget Sound Circle. 
is one of America’s 
Great 


THINK “Twice 
ABOUT TACOMA 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the" Puget Sound Circle” 
—account for 55% of Washington 
State's total business volume. You 
must have /w// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can't be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


Write for latest circulation 
and coverage figures — 
or see 


SAWYER, FERGUSON, WALKER CO. 


on the 
Air too 


a KTNT 
FM 


The 


~~ Val SSS 


ha 


and on Puget Sound 


got 


finish the fob! 


Yes—finish the job on Puget Sound! 


Represented Nationally by 


And that means...when you buy Seattle, 
buy Tacoma, too. Then, and only then, do 
you get full effective coverage of the entire 
“Puget Sound Circle’ — where 55% of 


Washington State's total business is done! 


OMA 


News Tribune 


The Sawyer, Ferguson, Walker Company; New York, 
Detroit, Atlanta, Chicago, Los Angeles, San Francisco 
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Foremost Dairies 
Appoints Richards, 
Readies New Drive 


JACKSONVILLE, FLta.—Foremost 
Dairies has placed the direction of 
its sales development program in 
the hands of Fletcher D. Richards, 
Inc., New York and Chicago agen- 
cy, which is preparing an inten- 
sive advertising and promotion 
program that will include use of 
radio, outdoor and newspapers in 
40 cities. 

Details are expected to be an- 
nounced in August. The account 
formerly was handled by Newman, 


For 
Advertising, Sales 
and Editorial Use 
WRITE FOR BOOKLET 


Sic ++ ANYWHERE 


38 PARK PLACE NEWAR 


x 2,84 


Lynde & Associates here. 

Soon after its founding in 1931, 
the dairy company began expand- 
ing its business throughout the 
South, and more recently it has 
introduced its products in major 
metropolitan markets, including 
New York, Boston and Washing- 
ton. 

Last March, a merger was ef- 
fected with Maxson Food Systems, 
New York producer and distribu- 
tor of frozen foods and other food 
products. Foremost Dairies now 
operates from Maine to Florida 
and as far west as Texas. Antici- 
pated sales volume for 1949 is 
said to be $45,000,000. 


Climalene Buys Skidoo 


Climalene Co., Canton, O., has 
purchased the Skidoo Co., Colum- 
bus, O., manufacturer of Skidoo, 
a household cleaner. For the pres- 
ent, Climalene plans to manufac- 
ture Skidoo in Columbus. Skidoo 
advertising will be handled by W. 
S. Hill Co., Pittsburgh, the agency 
which now handles the Climalene 
account. 


Billing Gains Continue 
for Big Ad Agencies 


(Continued from Page 1) 
Ganger, Kenyon & Eckhardt, and 
Kudner Agency. 

Several which were even with a 
year ago in the first half expect 
increases from 1948 in the second: 
N. W. Ayer & Son, Brisacher, 
Wheeler & Staff, Duane Jones Co. 
and Lennen & Mitchell. 

And several which were “down” 
in the first half believe they will 
be “up” in the second: Donahue 
& Coe, Fuller & Smith & Ross, and 
J. M. Mathes, Inc. 


s Buchanan & Co., D’Arcy Adver- 
vertising Co. and McCann-Erick- 
son expect both halves of 1949 to 
be about the same as in 1948. 
Campbell-Mithun, which had a 
sharp increase in the first half, 
sees its second half about equal 


to a year ago. 

William Esty & Co. and Newell- 
Emmett may replace first-half in- 
creases with second-half declines. 
Roche, Williams & Cleary, un- 
changed in the first half, may be 
down in the second. Compton Ad- 
vertising, Inc., may be down slight- 
ly in both periods. 


ws Clarence Goshorn of B&B 
(chairman of American Associa- 
tion of Advertising Agencies) said 
merely that business for “both 
halves of the whole year is de- 
veloping almost exactly on our 
earlier estimates.” B&B billed 
about $36,000,000 in 1948. 

F. Kenneth Beirn, executive v. 
p., said Biow Co. “could not be 
specific without releasing con- 


fidential information of clients.” 


You can switch more 
impulse-purchases to 


your brand 


(Remember, 38.2% of all food products are 


ChiICKEME 
SOUPy 


criterion service 


THE ONLY CONTROLLED ADVERTISING MEDIUM THAT SELLS ON THE ‘“‘PAY-OFF"" LEVEL—THE NABORHOOD SHOPPING 


Nine out of ten of your sales problems today start on 
the ‘‘pay-oft’’ level—the level where you have the least 
control of close-to-sale selling. Chances are 20-1 against 
your getting window or store display for your brand. 
‘Thousands of manufacturers are fighting over the valu- 
able spots. Private labels are coming back strong and 
taking over many of the juicy display positions. 

Think of it! 38.2% of all food products are bought 
on impulse. 75% of shoppers buy items they hadn’t 
thought of. 76% don’t carry shopping lists. 

So how can you control the impulse-purchases that 
continuously rob you of extra sales? The answer is 


CRITERION SERVICE, INC. - 


CENTER—WHERE 98x OF ALL FOOD AND 85% OF ALL DRUGS ARE SOLD! 


Criterion, the only controlled selling medium that can 
keep your advertising alive before Mrs. Consumer. And 
right up to the moment she reaches the store shelves 
where your brand must fight for her attention. 

Every Criterion Poster Showing is built-to-order to 
completely cover the specific shopping centers where you 
have distribution. Big, colorful poster panels (32 square 
feet) on busy corners influence consumers all day, 365 
days a year. So Criterion can help you sell on the “pay- 
off” level just as it is doing for advertisers like Heinz, 
Kellogg, Libby, Kraft, Armour, Lever Bros., and many 


others. Why not get in touch with 


122 EAST 42nd STREET 


us today? 


« NEW YORK 
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Howard Williams and Charles 
Rheinstrom of Erwin, Wasey con- 
fined themselves to “we're ahead 
for the first half.” Wasey was esti- 
mated at $23,000,000 for 1948. 

Others, including Foote, Cone 
& Belding, Abbott Kimball, Al 
Paul Lefton Co. and Young & 
Rubicam, declined to reveal fig- 
ures for a variety of reasons. Three 
Detroit agencies—Brooke, Smith, 
French & Dorrance; Campbell- 
Ewald, and MacManus, John & 
Adams—gave data to help AA 
evaluate trends, but asked that 
their replies not be listed separate- 
ly. 


@ Despite tougher going in cer- 
tain economic fields, this agency 
survey confirms a recent report 
of National Industrial Conference 
Board, which found the national 
advertising trend continuing up- 
ward. 

It also squares with the report 
released at its spring meeting in 
Hot Springs, Va., by the Asso- 
ciation of National Advertisers. 
This survey of member companies 
showed that, although some ap- 
propriations were being reduced, 
an over-all increase for 1949 was 
expected—with larger companies 
generally more optimistic than the 
smaller ones. 

The American Association of 
Advertising Agencies has not for- 
mally surveyed its members on 
billing trends, but a Four A’s exec- 
utive believes that advertising 
volume for the rest of the year 
will be maintained, and in some 
cases expanded. 


a The AA study uncovered again 
the fact that in many cases “the 
jitters are worse than the facts.” 
In other words, billings have held 
up in most instances, but almost 
daily talk of adverse situations 
has alerted agency personnel to 
the possibility of budget cuts, and 
careful reviews of the business 
situation by clients have made 
many unwilling to enter into long- 
term commitments, or to set defi- 
nite programs which are reason- 
ably sure to be carried out with- 
out change. 

In addition, the particular clients 
on any agency’s list make excep- 
tional differences in agency bill- 
ings, since a handful of advertisers 
—including many in the textiles, 
movies and other lines—have cut 
sharply, whereas many others 
have moved ahead on an even kee! 
or with substantial increases. 


ws Physical volume of advertising 
already has shrunk considerably 
this year, and undoubtedly will 
end up the year somewhere be- 
tween 5 and 10% below last year. 

But from the standpoint of to- 
tal dollar volume, AA’s discus- 
sions with leading agencies, plus 
an analysis of media billings 
figures for the first six months, 
seem to indicate conclusively that 
total advertising investments in 
1949 will equal, or slightly ex- 
ceed, the record levels of last year. 

The fact that physical volume is 
down (number of magazine pages, 
hours of time on the air, etc.), but 
that dollar volume will be at or 
above 1948 levels is due primarily 
to two considerations: (1) rate 
adjustments which have taken ef- 
fect this year, or during the course 
of 1948; and (2) a tendency to 
shorten lists, usually in favor of 
the larger, more costly media, so 
that many advertisers may not 
use as many insertions this year 
as last in as long a list, yet may 
have an equal or greater number 
of advertising impressions, and at 
the same time an equal or greater 
dollar expenditure. 


Two Appoint Goldgar 


Mike Goldgar Co., Boston, has 
been retained to handle the ad- 
vertising and merchandising of 
MarSand of Boston, manufacturer 
of sportswear, and Libbey Music 
Co., Haverhill, Mass., automatic 
| reproducer. 
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IS SOMEBODY GOING SOMEWHERE? 


i? ff > 
Sf / s/f? 


® ( ran << N ~< " > 


A lot of somebodies! In fact, every third name on the register of the biggest 
hotel in our biggest city comes from Main Street. Half the vacationists who went 
to S. Calif. last year came from places of 25,000 or less. 

Small towns today are full of this kind of “get up and go.”’ Also, of what it 
takes to travel. And because they’re “neighborly”’ kind of folks, small town people 
go where the leaders go. If the Browns went to Florida last winter, the Smiths and 
Jones and the Browns will go this year. If you see the name of the Whites, of Back 
Falls on the register of a resort hotel, you'll see a lot of other names from Back 
Falls before the season’s over. 


If you know how this kind of influence works in and around the home-towns 
where half the nation lives and buys, then you know that to sell the town most 
economically, you need only reach the leaders. PATHFINDER does — with more 
than one million, one hundred thousand leading news conscious families already. 
No wonder more than 100 more new advertisers this year are influencing the 
richest sales territory in America through its leaders . . . in PATHFINDER. 


bes 


-+-leading families? Yes. Not be- 
cause we say so and can prove it 
with hatsful of statistics. But because 
half the nation’s better dealers in 
all consumer lines live in their towns 
and THEY say so. If you'd like to see 
a file of what they say about our 
subscribers as their best customers 
and prospects in town after town 
right across the country, write Path- 
finder, Washington Square, Phila- 
delphia 5, Pa. 


Graham Patterson, 
President 


PATHFINDER 


The Family News Magazine 
That Influences 
Home-Town America 
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Hilo Names Brisacher 

Hilo Co., Norwalk, Conn., has ap- 
pointed Brisacher, Wheeler & Staff, 
New York, to handle the advertis- 
ing of tick control products. News- 
papers, trade publications, and 
consumer magazines will be used. 


Appoints McKinney Agency 

Dodge Steel Co., Philadelphia, 
producer of electric steel castings, 
has named Harris D. McKinney 
Organization, Philadelphia, to 
handle its advertising. 


WEIM Appoints Ovington 

Ray Ovington, formerly televi- 
sion director of Bermingham, 
Castleman & Pierce, has been 
named commercial manager of 
Station WEIM, Fitchburg, Mass. 


SLOGANS 


A good buy-line can build good will; tell 
your policies; sell] your products; promote 
your name; win you fame. I create slogans 


for any purpuse. Have originated hundreds. 


“That Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago f 


Westinghouse and 
Lever to Promote 
Big Exchange Deal 


New YorK—Westinghouse Elec- 
tric Corp. will bear the cost of $2 
purchase certificates to be ex- 
changed for two Lever product 
wrappers during a joint sales pro- 
motion campaign to be launched 
late this month. 

Advertising budgets of Lever 
Bros. Co. and Westinghouse are 
being planned separately to cover 
the individual needs of each. 

Advertising will be placed in 
110 key city newspapers during 
August, and magazines and net- 
work radio will be used. Joining 
in the promotion are some 60,000 
Westinghouse dealers and 300,000 
grocery stores. Electrical appli- 
ances for which the certificates 
may be used include portable and 
table-top radios, a pop-up toaster, 
electric iron, electric hot plate, 
electric sheet, sandwich grill, a 


hand vacuum cleaner and any 
Westinghouse fan. 

J. Walter Thompson Co. is han- 
dling Lever’s promotion, while 
Westinghouse is placing advertis- 
ing through Fuller & Smith & Ross. 


Two Join Cresmer & Woodward 


John L. Sterling, formerly with 
the New York Daily News, and 
John C. Davidson, formerly with 
NBC, have joined Cresmer & 
Woodward, New York, newspaper 
representative. They succeed El- 
wyn E. Leslie and Philip J. Sera- 
phine, who are retiring. 


To Behel & Waldie & Briggs 


Danly Machine Specialties, pro- 
ducers of die sets and die makers’ 
supplies, has appointed Behel & 
Waldie & Briggs, Chicago, to han- 
dle its advertising. 


Names NY Distributor 


Metropolitan Display Co., Dal- 
las, has appointed Lillian Fund, 
Point of Sale Advertising, New 
York, as sole distributing agent in 
the New York area. 


oo" 


it pays to use 


both hands 


to pound away 
for sales in Big St. Louis 


(America’s eighth largest market) 


The sure way to 

key your selling effort 
successfully and completely 
is by using 

substantial schedules 

in The St. Louis Star-Times 


180,120 responsive 

Star-Times reader families 
give you the essential, low cost 
PULLING POWER! 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


7 


IN 1948 THE STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 
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local stations. 


time for propaganda, is widely 


some. 


We sense a step by step abandonment of radio customs and 
radio principles developed during a quarter of a century of re- 
sponse to public opinion. We've alluded here to the univer- 
sal neglect of radio’s own code of good practices. Also to the 
deteriorating quality of advertising come-ons acceptable to 


Now we read in the trade papers that one of the big net- 
works is reversing its 15-year old policy and is now ready to 
sell radio time for “opinion” broadcasts. What happens to 
that network’s own arguments of yesteryear (long before the 
Mayflower case) that to sell time for “opinion” was to pena- 
lize the lesser (poor) and reward the greater (rich) persons , 
and parties who seek to influence public opinion? 


Others may also ask: “What becomes of radio’s self-regu- 
lation if its one impressive act of abnegation, not selling 


As a business man, this seems to us on the dubious side of a 
moot point. But going beyond radio’s willingness, in this 
television-haunted era, to take a chance we think there is 
something much more significant at work. We believe radio 
would not dare do many of the things it is quietly doing if 
there existed in Washington at the present time a strong Fed- 
eral Communications Commission. We suggest that these 
discreet scuttlings of earlier policies are made in confident 
expectation that the hazards are not likely to prove bother- 


Teleradio Mans Corner | 


What’s going on behind the dazzling spotlight of television? 
We mean, what’s radio up to in the present shadows which 
protect it in a curious way from the old careful inspection? 


repudiated?” 


Carrier Corp. Unit 
Makes Machines for 
Concentrating Juice 


Syracuse, N. Y.—Carrier Corp., 
manufacturer of air conditioners 
and refrigeration equipment, has 
bought C. E. Howard & Co., South- 
gate, Cal., and formed a new com- 
pany there to specialize in making 
equipment that concentrates citrus 
juices for freezing and other pur- 
poses. 

Carrier has formed C. E. Howard 
Corp. with George N. Lilygren, 
vice-president of Carrier, as presi- 
dent. Carrier collaborated in the 
development by the predecessor 
company of a new method of con- 
centrating fruit juices. The method 
is said to permit retention of fruit 
vitamins and flavor by inducing 
evaporation in a high vacuum 
without employing heat. 

Carrier also helped in the first 


installation of the new equipment, 


for Real Gold Citrus Products, 
processing division of Mutual 
Orange Distributors, Anaheim, Cal. 
N. W. Ayer & Son is the agency for 
Carrier Corp. 


Colvin Appoints Kahn Co. 


George N. Kahn Co., New York, 
has been named to handle an ex- 
tensive merchandising and sales 
promotion campaign for Colvin 
Corp., manufacturer of juvenile 
furniture. Newspapers and maga- 
zines will be used. 


Buffalo Has 25,216 TV Sets 


Television sets installed in the 
Buffalo area totaled 25,216, as of 
June 30. This figure, compiled by 
Buffalo Niagara Electric Co., was 
released by WBEN-TV. It repre- 
sents a gain of 1,539 over the May 
total. 


Jorgensen Agency Moves 

Richard Jorgensen Advertising 
has moved from the Mills building 
to the Balboa building, 593 Market 
St., San Francisco. 


Like You! 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-] 
service works like that in the production of your advertis- 


Re ae: 


a 


Notice the wonderful way 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-1 service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 


a definite saving of TIME, TROUBLE and MONEY. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 
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Frayn Sole Bidder 
io Run Newspaper 
in Richland, Wash. 


RICHLAND, WasH.—Robert Mort 
}rayn, head of Frayn Printing Co., 
Seattle, has submitted the only bid 
t» publish a newspaper in this city 
« / 22,000, the headquarters and ad- 
riinistrative center of the Atomic 
nergy Commission’s Hanford 
v orks. 

The Frayn bid was taken under 
msideration by the commission 
nd its operating agent, General 
lectric Co. 

Mr. Frayn proposes to publish 
« weekly newspaper immediately, 
with the right to go to a semi- 
weekly basis and ultimately to a 
aily basis. In his bid, he offered to 
put up his own building on a 15- 
year lease, with option to renew 
for another 15 years. Rental would 
be $50 a month for utilities plus 
1%% of the gross. All land in 
Richland is owned by the federal 
government; none may be bought. 
Business establishments operate on 
ground leases. 

In all, 26 invitations to bid were 
sent out. Invitations were sent to 
the Scott Publishing Co., publisher 
of the daily Tri-City Herald, cov- 
ering Pasco, Richland and Kenne- 
wick, and to Villagers, Inc., a non- 
profit civic enterprise now pub- 
lishing the weekly Richland Vil- 
lager. The status of the latter is 
uncertain. 

Mr. Frayn previously was 
awarded a lease to operate a com- 
mercial printing plant here. 


— 


Hair Queen Names Riordan 


John H. Riordan Co., Los Ange- 
les, has been retained to handle 
the advertising of Hair Queen 
Corp., Los Angeles, manufacturer 
of quick drying hair caps. Maga- 
zines will be used. 


As a user of Words 
You will be inspired 


By the Words of.... 


\ MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
hook “Teacher of Business.” 

This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishing 
Company —is none other than James H. 
McGraw. 

The size of this book is 6% x 9% — 
lt is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 


\n autographed photograph of Mr. 
\MeGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$ 1° 


per copy 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, IU. 


l'LL IN AND MAIL THIS COUPON 
TODAY 


\dvertising Publications, Inc. 
Liv, 922 
110 E. Ohio St., Chicago 11, Ill. 


( entlemen: 
Please send me....copies of “Teacher 
» Business”. Enclosed is $.......... 


ee) 


Westbrook Joins Bonsib 


Frank J. Westbrook, formerly 
art director of Toni, Inc., division 
of Gillette Safety Razor Co., has 
joined Bill Bonsib Advertising 
Agency, Denver, as_ production 
manager and art director. 


Hogey Named Sales Manager 


M. W. Hogey has been named 
to the newly created post of sales 
manager of Dickten & Masch Mfg. 
Co., Milwaukee, producer of plastic 
items. 


Marcor Names Smith 


Louis A. Smith Co., Chicago, 
has been appointed to handle ad- 
vertising for Marcor, Inc., Chicago, 
maker of plastic food-saver bags. 
Newspapers and radio spots will 
be used in tests soon. 


Hartshorn to Paul Smith 


Stewart Hartshorn Co., New 
York, manufacturer of Hartshorn 
window shades, has appointed Paul 
Smith Advertising, New York, as 
its agency. 


Joins Palm, Fechteler 


James G. Breckenridge Jr. has 
joined Palm, Fechteler & Co., 
decalcomania designer and man- 
ufacturer, as sales representative 
for special accounts in Chicago and 
for areas in northern Indiana and 
northern Illinois. 


Heinz Appoints Ingram 


James Ingram, formerly vice- 
president and merchandising man- 
ager of General Foods Sales Co., 
has been named manager of the 
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marketing department in the sales 
and distribution division of H. J. 
Heinz Co., Pittsburgh. 


+ Aor: eae Sy Lad 


‘THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 


MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


Albany, N. Y. 
Augusta, Maine . 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 


W: ETHER YOU are concerned with building sales for 
automobiles, antibiotics—or any other type of product or ser- 
vice— you'll find that Oxford Papers can help make your printed 
promotions more effective. 

Oxford’s wide range of coated and uncoated book papers 
provides the right choice for booklets, catalogues, direct mail 
pieces, labels, box wraps, brochures and countless other selling 
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Champions of ‘Postwar 
Miracles’ Answer Challenge 

To the Editor: I think your edi- 
tor’s plea for some more postwar 
miracles is a valid one (AA, June 
27) and I would like to bring him 
up to date on one in particular, 
which definitely comes under his 
category of “making the postwar 
period infinitely better, more ex- 
citing, more worth living in.” 

I am speaking about the Hotable 
and Hotray, manufactured by our 
client, Salton Mfg. Corp., New 
York. 

Doesn’t it make life better, more 
exciting, more worth living not 
to have to bob up from the table 
during meal time for second help- 
ings of hot foods, for salad and 
dessert courses? Isn’t it grand to 
dawdle over breakfast in bed, 
knowing coffee, toast and eggs will 
stay hot indefinitely? Isn’t it grand 


to hire a morning maid to clean, 
set the table AND cook dinner, 
knowing that when you arrive 
home in the evening you can sit 
right down and eat? (The Hotable 
keeps hot food hot for any length 
of time.) 

And how about cocktail parties 
and those hot canapes? Here is an 
expert serving wagon, smart to 
look at, easy to propel on caster 
legs, that is a silent butler for 
those hot hors d’oeuvres. 

What about summer parties and 
serving hot foods on the terrace? 
Hotable by your side is better than 
a bevy of servants—and so much 
less formal! 

Our client developed this ap- 
paratus as a postwar miracle for 
himself and his wife, and it has 
only been on the market a sbort 
time, but is unique. 

Of course, if a man never helps 


ent is a reader’s forum. Letters are welcome. 


his wife in the kitchen, isn’t civil 
to guests, doesn’t care how many 
times his children bob up from the 
table to serve him, or doesn’t like 
eating breakfast in bed, I suppose 
he will see nothing miraculous in 
the Hotable—but a woman will! 
So I suggest that if Sir Editor is 
doubtful about the Hotable, he 
tell his wife about it (or he can 
keep it a secret and buy her one 
for Christmas). The chances are, 
however, that she probably knows 
about it, since it has been publi- 
cized and is receiving consideration 
from all editors interested in 
“news.” 
Lois REICHER, 

Public Relations Director, Ray- 

Hirsch Co., New York. 

Well, one man’s miracle is an- 
other man’s gadget. The biggest 
miracle about this seems to be that 
Miss Reicher expects people to buy 


_.. to Move Goods in New Orleans 


YoOuR powerful mover of goods in the New Orleans 
area is geared—it’s the famous geared combination 
The Times-Picayune and New Orleans States! 


They’re your heavy-hauling, known result-getters 
. . . with the special advantage that (like gears!) they 
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Circulation-wise, for instance . . . you find an un- 
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evening pair (15.2% by carrier record) . . . You reach 
different prospects, and you reach more prospects. . . 
you reach all the prospects! 


You keep the tonnage rolling . . . effectively, and 
without waste ... this geared, sales-influential, one-cost 
way!... Jann & Kelley, Inc., will tell you today how to 
climb into the driver’s seat in the ten-ton New Orleans 


market! ... Ask for the geared facts! 


TIMES-PICAYUNE and STATES 


GEARED TO SELL FHE NEW ORLEANS MARKET 
Moving in different directions | 


TOTAL CIRCULATION 


M. & E. ....270,636 
3 Months Ending March 31, "49 
illine Rates as Low as 1.88 M. & E.—1.95 Sunday 
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it because it has been “publi- 
cized,” which is a strange way for 
an advertising agency to talk. 

To the Editor: I have found 
many items of considerable in- 
terest in ADVERTISING AGE and en- 
joy the point of view of the edi- 
torials. 

Your challenge of today [Edi- 
torial, June 27, “Where Are the 
Postwar Miracles?”] I do not feel 
should go unanswered . 

You are familiar with the post- 
war business story. Those geared 
to make what everyone wanted al- 
ready rushed their goods to market. 
The public bought them avidly. 
They had the money and they 
bought the kind of things they 
knew about and thought they 
should have. There was no neces- 
sity whatever for new things. It 
was much easier to make the 
standard stuff and there was plenty 
of demand. The stores carried this 
policy right along with the manu- 


facturers. They wanted only 
known quantities and brand 
names, 


Anybody with a postwar “mir- 
acle” was not looked upon with 
favor and it has been tough going 
for those who have tried to keep 
these things alive during this 
period... 

Perhaps what we have invented, 
developed and made would not be 
considered a miracle... 

All sauce-pans have covers de- 
signed only to hold in the heat 
(partially) and this applies equally 
to pressure cookers. The covers 
are always round with a button 
in the center. Here is a fine free 
source of heat going to waste. 

Our flat-top design has solved 
the problem of the modern stove. 
It provides a hot plate on which 
to place another pot in which 
cooking has been completed. Or 
foods may be cooked directly on 
this cover while cooking is going 
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on in the pot below... But the 
big brass in the stores and plants 
where it could be made in larg 
quantities have failed to see | 
yet on account of some dust c{ 
their own caused by the whirl ¢{ 
easy quick business... 

We are, therefore, selling boit 
owners exclusively by means c{ 
direct mail. Our medium is prine - 
pally the magazine Yachting. The 
results from this advertising ove: 
the past two years have been mo:t 
gratifying and our sales of the 
“Galley Slave” cooker have in- 
creased steadily. 

The big item, of course, still re- 
mains the two piece set whicn 
could be made in a stamping tu 
sell for about $1.95. 

We can’t do it. The job is too 
big. So we are plugging along with 
our Galley Slave business and 
waiting patiently until the dust 
clears away and some large con- 
cern with the right facilities finds 
out that the same old stuff isn't 
quite enough to attract the cus- 
tomers’ dollars—and suddenly dis- 
covers that we have something that 
supplies a very great need. Post- 
war miracle? 

é C. W. VAN NEss, 
President, Flat-Top Cooking 
Utensils, .Inc., Norwalk, Conn. 

ts ee 


Stands By the Creative Man 
on Perfume Copy Comment 

To the Editor: Sorry to disap- 
point Virginia Phillips (Voice, AA, 
July 11) but here is one gal who 
sticks with the Creative Man on 
his criticism of perfume copy. I, 
too, like to hear “beautiful noth- 
ings” occasionally, but such drivel 
has never yet influenced my buy- 
ing. 

Let any gal, from the Colonel's 
Lady to Judy O’Grady, sprinkle 
some “exquisitely haunting” per- 
fume on herself, and all she gets 
from her “target for tonight” is 
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Gee, something smells good.” I 
| ave never seen a man completely 

nder the power of any smell— 
except ether. 

Ads can be factual without be- 
coming stuffy. There is nothing 
<)>) revolting as a woman at an 
efternoon bridge, doused with a 
s-ent for a “truly exciting evening” 
cr a babe at cocktails smelling like 
« day in the country. Perfume ads 
\ould do well to use some “when 
t»” information. 

If a gal is in the mood for some 
‘escapist romance,” there are at 
jeast 15 magazines on the market 
tnat she can drool over to her 
heart’s content, but let’s keep such 
drivel out of the ads. 

DorROTHY PRESSER, 

E. J. Presser & Co., Advertis- 

ing, Charlotte, N. C. 


Sohio Helps Churchgoers 

To the Editor: Enclosed is a tear 
sheet of the Standard Oil Co. 
(Ohio) full page advertisement 
published in the current issue of 
our paper—one of the most un- 
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SERVICE—This page, placed by Standard 
Oil Co. (Ohio) in The Catholic Universe 
Bulletin, gives vacationists a complete 
summer mass schedule for Catholic 
churches in the Cleveland, Toledo and 
Youngstown dioceses. 


usual and effective advertisements 
we have ever carried. 

This exceptional employment of 
a religious medium is the work 
of Jonn Weiland, advertising man- 
ager of Standard Oil Co. of Ohio, 
Cleveland, and McCann-Erickson 
Co., its advertising agency. 

A similar advertisement pre- 
viously published in our publica- 
tion brought requests to the Stand- 
ard Oil Company for more than 
80,000 reprints. 

D. E. Burns, 

Advertising Manager, The 

Catholic Universe Bulletin, 

Cleveland. 


Agency Man Warns Others 
of ‘Exclusive Opportunity’ 

To the Editor: I am enclosing a 
letter from one Garland R. Farmer 
of Henderson, Tex., because I! 
1ever like to keep a good thing 
to myself. 

As you will gather from Mr. 
‘armer’s letter and enclosures, 
his is a “new and exclusive ad- 
vertising opportunity” whereby ad- 
rertisers who guarantee to pur- 
chase 500 copies of a book titled 
‘American Success Stories” at 
nly $2.50 each are entitled to have 
in exclusive chapter dealing with 
heir firm. In a burst of generos- 
ity Mr. Farmer will even allow the 
usual 15% and 2% commission to 
advertising agencies, if they place 
3 or more firms in a single book 
of this series. 

The reason I am sending this 
material along to you is that Mr. 
Farmer’s new and exclusive prop- 
osition is somewhat “old hat” to 
me. Around 20 years ago I worked 
for a magazine with a high 
sounding name, and my sole job 
was to clip stories out of news- 
papers or even develop leads fiom 
classified directories. The sales- 


men in our boiler room would then 
read these stories to the prospects 
(or should I say suckers?) for 
“verification.” If the prospect took 
the bait, one of the slickers would 
take a galley proof down for okay 
and at that time obtain an order 
for several hundred magazines. 

When enough stories had been 
okayed and enough copies of the 
publication had been ordered, the 
book was slapped together and de- 
livered to its “circulation.” Back 
in those days we called it a “puff 
sheet” and we had sense enough 
to steer clear of advertising agen- 
cies because advertising agency 
men generally had an annoying 
habit of asking too many ques- 
tions. 

Seriously, I think Mr. Farmer’s 
proposition ought to be given wide 


publicity so that at least if the 
suckers are taken, they cannot 
complain that they weren’t warned. 
NORMAN FRANKEL, 
Freitag Advertising Agency, 
Atlanta. 


Here is the letter: 

The enclosure explains some- 
thing new and exclusive in an 
advertising opportunity, which I 
hope and believe will be of special 
interest to you and your clients. 

I will allow the usual 15% nd 
2% commission to your agency, 
and if you place three or more 
firms in a single book of this 
series of “American Success Sto- 
ries,” we will allow you to pretty 
well write your own ticket as io 
content of the chapters involved. 

I trust this will enable you to 


take favorable action, but if any 
other questions occur to you which 
are not covered in the enclosure, 
will be glad to answer them. 
Respectfully, 
GARLAND R. FARMER 
P. S. Although I am turning the 
Henderson Times over to my sons, 
I naturally am still interested in 
its welfare, and enclose its latest 
rate card for your consideration 
for placing newspaper advertis- 
ing in this territory. 
ee © @ 


Watch Your Grammar, 
Advice to Script Writers 


To the Editor: WHY GLORIFY POOR 
LANGUAGE? 

When so many children and 
foreign born consciously or uncon- 
sciously pick up expressions and 
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grammar from the radio and comic 
strips, why do script writers insist 
on repetitious use of poor grammar 
and language? For example, Phil 
Harris’ constant use of the words 
“he ain’t got no.” The use of poor 
grammar to help portray a charac- 
ter is about on the same level as 
the little man who swears in order 
to sound big. Neither is necessary. 

The script writer who can’t 
depict a lowbrow or a gangster 
without resorting to poor grammar 
is making it just that much harder 
for uneducated persons ever to 
improve their language. 

We in advertising should be the 
last to aid in glorifying illiterate 
expressions. 

Frep G. JONEs, 

Advertising Manager, Cream- 

ery Package Mfg. Co., Chicago. 


KANSAS FARMER 7:adétiou 


The O'Bryan ranch in the rich southeast Kansas pasture- 
land handles about 10,000 head of cattle per year, 
and maintains a herd of registered Hereford cattle 
and registered Hampshire hogs. Joe O’Bryan, owner 
and very active operator of the enterprise, is a man 
who “gets around” in Kansas farming circles — hence 


he knows Kansas agricultural ins and outs. 


He says, “I spend more than $10,000 per year to 
advertise my purebred herds in Kansas, Missouri and 


keeping a strong 


#. 


Joe O'Bryan, Hiattville, Kansas, is 


Kansas farmer tra- 


dition. His entire family reads Kansas 
Farmer earnestly for authoritative in- 


formation—and he is a regular ad- 


surrounding states. An O’Bryan ad has been in every 
issue of Kansas Farmer since | started in business.” 


It is the testimony of Kansas advertisers such as these 
that demonstrates the character of Kansas Farmer; this 
and the fact that these Kansans buy 8 times as much 
advertising in Kansas Farmer as in the closest second- 
ary medium. This example may profitably be followed 
by anyone else who has a message for the buying 
farmers of Kansas. 


vertiser—and intends that his children 
will follow his practice. 


Display Livestock Advertising 1948 


No. 1 KANSAS FARMER . 
(*From publishers 

No. 2 A WEEKLY FARM 

NEWSPAPER. . 


(*Estimated, no 


information bureau) 


records published) 


*40,120 LINES 


* 4,763 LINES 


KANSAS FARMER 


Editorial and Business Office 
TOPEKA, KANSAS 
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Plant-City Promotion 
Helps McBee Position 


Simple, Tailor-Made 
Ads Build Good Will 
of Townspeople, Workers 


ATHENS, O.—Last fall the McBee 
Co., which produces business sys- 
tems materials including the Key- 
sort card system, needed additional 
capital for purposes of expansion. 

It authorized the sale of 3,000 
shares of $100 par, 542% preferred 
stock. As a courtesy to a local 
securities dealer, McBee gave him 
a two-week advance over the pub- 
lic sale. To the astonishment of the 
broker as well as the company, 
the little Ohio town of Athens 
(population 12,000) bought up all 
but 115 shares of the issue. 


A substantial share of the credit 
for this rather unusual evidence 
of confidence by the home folk 
in a home industry belongs to an 
unpretentious, inexpensive, homey 
and sincere plant-city campaign 
which McBee has been running in 
the Athens Messenger since 1946, 
and which might easily serve as 
a model for the small company 
which wonders exactly what it 
can do to cement employe and 
community relations. 

Starting on an experimental 
basis, McBee placed ten ads in 
1947 and the same number last 
year. This year six have been 
readied, and probably ten will be 
run altogether. This is certainly 
not a large number, but McBee is 
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The woe Company 


SIMPLE FACTS OF LIFE—Here are three examples of the simple, 
helped McBee 
Athens, O., achieve better understanding among employes and 
townspeople. Note how copy is calm and unargumentative, how 


factual plant-city campaign which has 
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The ute ® Company 


platitudes are avoided, and how particular problems are ex 
plained. The “report to employes’ ad is part of the 1949 cam 
paign; the others have appeared previously. The ad explaining 
the role of the company’s salesmen is particularly interesting 


a little afraid of over-doing a good 
thing, even though several of the 
company officers, originally mildly 
indifferent to the idea, now 
strongly advocate placing copy 
regularly every other week. 


es The ads are built around several 
very simple premises: 

First, they are sincere, truthful, 
simple. They never gild the lily, 
or promise performance they can’t 
deliver. 

Second, they are keyed to a cur- 
rent problem or situation, and they 
talk solely and exclusively about 
McBee. 

Third, 
preach. 

Fourth, they are free of plati- 
tudes. “It may be significant,” 
says Leo A. McPherson of Byer 
& Bowman Advertising Agency, 
Columbus, who writes the copy, 
“that ‘free enterprise’ preaching 
has been deliberately edited from 
the copy and attitudes of the in- 
dividual advertisements.” 


they never argue or 


a The copy is simple and unpre- 
tentious, like this opening para- 
graph dealing with the company’s 


suggestion system: 
At McBee we have a plan whereby em- 
ployes are paid for usable ideas which 


ne aes 


THE AMERICAN 


GION ; 


MAGAZINE! 
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‘A.B.C. Net Paid Circulation 3,031,838 


(Period ending Dec. 31, 1948) 


save time, material, improve methods or 
improve or eliminate tools. Our em- 
ployes thus become partners in the com- 
mon objective of producing quality pro- 
ducts that can be sold at a price our 
customers are willing to pay. 


Or this copy headed, “Vacation 
for a Press:” 


Men need vacations and so do machines. 

At McBee we have a program by which 
equipment is automatically taken from 
service for rebuilding after an established 
number of hours in operation. Our old- 
timers know the program but sometimes 
a new employe is surprised to be as- 
signed to a new machine when apparently 
the old one is in good condition. 

The program prevents breakdowns that 
are costly in lost wages and lowered 
production. During the war it served the 
cause of victory when both men and ma- 
chines passed up vacations and came 
through with flying colors and record- 
breaking production. 

Machines wear out, become obsolete 
and eventually must be replaced. That's 
one of the problems of management, for 
the business must earn the cost of re- 
placement. It works like this: If a ma- 
chine costs $10,000 and has an estimated 
life of 20 years, the business must earn 
$500 each year for eventual replacement. 

But at the end of ten years it might 
be obsolete. That's a matter of concern 
to both employe and company. The com- 
pany’s efficiency suffers and the em- 
ploye’s earnings are reduced, for he can 
be paid only out of what he produces. 
The company must sell the old machine 
for what it will bring and from reserves 
purchase new machinery. American stand- 
ards of living and high wages cannot be 
maintained with obsolete machinery. 


a The McBee Co. began operations 
43 years ago to build the McBee 
binding machine, a device to bind 
loose papers. About 1925 came a 
shift in emphasis to simplified 
accounting practices and record 
keeping, with the introduction of 
what are now the company’s prin- 
cipal products, Keysort, Unit An- 
alysis and Waxspot. 

The company is relatively small. 
For the year ended Aug. 31, 1948, 
sales totaled $6,465,000 (30% 
above °47, the previous high year) 
and net earnings after taxes were 
$367,000. This year sales will prob- 
ably total about $7,000,000. There 
are about 1,000 employes, half in 
Athens and the remainder in small 
subsidiaries in St. Louis and Los 
Angeles and in the sales depart- 
ment, with offices in 48 cities. In 
addition, there are some foreign 
subsidiaries. 

Until a few years ago the com- 
pany was a private organization, 
controlled by the families of Henry 
Zenner and Charles McBee, the 
founders. Public financing was 
then begun, and there are now 
some 1,100 stockholders. P. M. 
Zenner is chairman of the board, 
his brother D. R. is president, and 
Harry McBee is vice-president in 
charge of the St. Louis plant. 


es The plant-city copy is always 
designed to discuss a current situ- 
ation. “We do the plant publica- 
tion, ‘Progress, so we're in the 
plant and we know the people,” 
Mr. McPherson explains. “If a new 
piece of expensive equipment is 
delivered and installed and we 
hear such comments as, ‘D. R. 


Zenner must have a lot of dough,’ 
we run an advertisement spelling 
out how modern equipment is 
important to the income and secur- 
ity of employes. Most of these ads 
have been inspired in some such 
manner.” And he adds: 

“Another beneficial result is 
effected on McBee’s labor mar- 
ket. They must build their own 
pool as there is no large center of 
population near Athens. About 
half the working force is female. 
There was considerable opposition 
on the part of mothers to letting 
their daughters work in a factory. 
That is practically eliminated. Jobs 
at McBee are eagerly sought. Also 
it’s obvious that McBee employes 
are proud of their company. They 
are the aristocrats among Athens 
workers.” 

As for labor relations, there is 
precious little to say. The plant 
has been organized for many years, 
and there five unions—printers, 
pressmen, stereo, machinists and 
binders. There has been a strike 
only once—and that a one-day 
“wildeatter” which was promptly 
broken up by the International 
Pressmen’s Union. 


e Mr. McPherson sums up the 
whole situation in a simple state- 
ment: 

“No one tries to claim that plant- 
city advertising has accomplished 
all the healthy conditions existing 
among McBee, townspeople and 
employes. It is but one tool in a 
sound program. The most impor- 
tant attitude is that of McBee offi- 
cials. They are eminently fair and 
want to give employes, customers 
and stockholders the best deal 
possible commensurate with the 
safety and future of the corpora- 
tion. They had those attitudes be- 
fore they hired us. But only their 
intimates knew it!” 


Issues Plastics Guide 


The Society of the Plastics In- 
dustry, Inc., 295 Madison Ave. 
New York, has published “Who’ 
Who in Plastics.” The book con 
tains the list of names of 2,989 in 
dividuals in the plastics field, thei 
present and past affiliations, dat: 
of each, position in each case an: 
educational background. Also in 
cluded is a company section, whic! 
lists company names and addresses 
key officers, products made anc 
methods of manufacture. The boo! 
is available to members of the so- 
ciety at $4.50 and to non-member: 
at $5.50. 


KRON-TV Sets Oct. 1 Debut 


KRON-TV, San Francisco, or- 
iginally set to start telecasting or 
July 1, has postponed its opening 


until Oct. 1. The station has signed}! 


a non-interconnected affiliation 
contract with National Broadcast- 
ing Co. 
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Optimism Is Keynote G-E Advances Three Appoints Frohlich Agency Falk to Retire Wilkinson waukee, after having been with 
Albert J. Brock, manager of| Johnson & Johnson, New Bruns-| John S. Wilkinson will retire|the company since 1905. He will 
of Washer, Ironer sales services of the appliance and | wick, N. J., has named L. W. Froh-| at the end of the year as foundry |be succeeded by S. G. Falk, his 
egg age Rng me wine and Ar-|lich & Co., New York, to handle| sales manager of Falk Corp., Mil-| assistant. 
c . thur L. Scaife, manager of mer-|the advertising to the medical 
yummer Convention chandising of the appliance and| profession of the products of the 
Mackinac IsLanp, Micu.—Speak-| merchandise department, have/professional service division, ef- ‘ ‘ a 
‘. ers at the American Washer and hess names major appliance and| fective Sept. 1. The products in- Are you looking for the best in Self-Liquidating 
“4 J ’ wr traffic appliance merchandise man-/| clude Red Cross cotton, Red Cross 
Slay dean aes aia en as. egg of ——- adhesive tape, Band-Aid adhesive SPORTS PREMIUMS? 
a ; . .- |Electric Co., Bridgeport, Conn.} bandages, Red Cross sterile gauze Our top quality, nationally known All Sports line is ready for you! 
) liance dealers for their pessimism|] p, Pruitt has been named to| pads and Red Cross cotton balls. Seiten af we . ’ 
, .nd long faces, and hinted strongly | succeed Mr. Brock. Mr. Pruitt also Capitalize on the tremendous, all-year-round interest in Sports with self- 
that the situation would prove to| will continue as manager of the : liquidating premiums; give-aways with your advertising or dealers’ imprint. 
|e favorable if dealers would look | home bureau. ig ae goce oe ; chair Available immediately are: 
.t the facts realistically. , a 1949 FOOTBALL SCHEDULES by American Football Coaches Associa- 
H. P. Nelligan, association pres- |Perfex Corp. Appoints Cook —_. + neg be arinbey Verlag, New tion. 160 major college and pro teams, records 
ident and head of the Easy Wash-| H. Dale Cook has been appointed| York agency. He succeeds his GRANTLAND RICE'S Score Books for— 
ing Machine Corp., Syracuse, sed| manager of the industrial control| brother, Tom Varley, who died in ony = wony oh gome classic, rosters and records 
industry estimates to bolster his| sales division of the Perfex Corp.,|a yachting accident on July 4. naaumenane oy L— 25 games, rules, scoring dota 
contention that washers still are | Milwaukee, manufacturer of auto-| David Lewis will continue as vice- — 25 games, diagrams and directions 
in a strong sales position. matic heating controls. He suc-| president, and Mary E. Roche has These Score Books are designed for Radio and Television Sports fans — 
Ma ‘Sedees) .teeeren Med coeds A. B. Mees, who has joined! been named secretary-treasurer. are onthe in standard 28 5. x BY, BY, x11, 10x 14, or special 
1 , ‘ Be ossett Co. sizes to fit your requirements. 
rin" Bs lire ya — ‘Puck’ Appoints Sheridan Any quantities — Immediate Delivery — Prices upon request. 
1,300,000, 2,500,000 and 3,000,000 | Lowel! Appoints V. P. Philip 4. Ghiction hen been || Sooo cuty Me Weeeteaty ete ois no ehtiinin 
units, respectively, he said, and|, Mortimer Lowell Co., New York,|named representative of Puck—| | for the first time. No finer Score Books ore ’ 
nie the wade br 6 greater has appointed Mrs. Lee Eldredge | the Comic Weekly in the San Fran- available today! WELLS PUBLISHING CO. 
‘ — oe as vice-president in charge of new | cisco area. Mr. Sheridan formerly pal e hey to evenly ope Fae we Leonia, New Jersey — LEonia 4-4248 or 
oe €h eer type then product development and wom-|was advertising manager of the —temtatdtane~« °° % Qe 8 46 hae 
se en’s-appeal advertising. San Francisco News. 
1,400,000 units. 
Shag “Actually,” said Mr. Nelligan, ) 
“ “our (washer industry) sales for . ~ U 
dee. the years 1946-49 were 2,023,981, br Ce Tz J L/ 
ie 3,783,632, and 4,311,000 respec- ’ 
gh,’ tively, and sales for the first six 
ling months of 1949 alone will be close 
rod to 1,300,000.” 
-ur- 
ads & ® “We could not keep on indefi- 
uch nitely, breaking our own sky-top- 
ping records,” he continued, “yet 
is we are manufacturing for a mar- 
oy ket which is increasing by 2,000,- 
rol 000 wired homes yearly, with a 
. a population 16,000,000 greater than 
in 1940.” 
yout § ; 
ale. According to Harry G. Moock, 
tion sales counselor to the Chrysler 
ting Conference of Business Manage- 
ory. ment, the present over-all busi- 
fobs B Bess picture is just what each indi- 
Also | Vidual wants to see. 
yyes To some persons, he said, the 
‘hey & Situation looks like “curtains,” to 
ens & Others it’s normal and to still 
others it’s “tops.” Even though the 
e is | cconomists are in disagreement— 
lant § “You hear of inflation, depression, 
ars, § recession, disinflation, readjust- _ 
fers, ment, the buyer’s market”—the ws. 
utstanding fact is that “millions ; € : ; ; 
= of oo have the inne and Vy \\ For 27 years the leading retail advertisers of Los Angeles 
day | Want to buy,” but they will do so Ve have been taking advantage of the 100% home delivery of 
ptly J “only when they become con- the Los Angeles Independent (formerly Down Town Shopping News). 
onal § Vinced that what you have to 
offer will give them more satis- Its 500,000 circulation is the biggest home delivery in Los Angeles — 
faction, more service, more pleas- and recent surveys show it has a higher 
i j * - : , renane wR 
the ure, than keeping their money. home readership than any other newspaper. ’ N we 
Leaves Cluett, Peabody ’ | 
ant- M. L. McElroy, manager of mar- a a, 
shec ket research for the Sanforized 2 
ting § division of Cluett, Peabody & Co., . 
New York, has resigned effective e : 
and , : — * : ; 
= ‘ with the completion of his present 7 \ The Independent s the only 
por- assignments, probably within the / newspaper scientifically de- 
‘ next two months. . : ; mT 
of fi- signed to fit sprawling, decentralized 
ese Los Angeles. It is published twice- 
ners 
deo) weekly in 10 separate community 
the editions —each edited individually 
a OK 7 Pp for the area it serves. 
, be- 
their a 
‘ ‘ ' / 
in the basic source crx: a 
R-4 OF MARKET INFORMATION . “\\ The Los Angeles Independent's §—>> 
Tho’ unique split-run format gives you the wal 
- flexibility of 10 separate newspapers at the cost a 
thei of one. Here is unequalled economy and simplicity 
dat: in arranging copy-tests, localized dealer tie-ins, and 
— avoidance of waste coverage. You can focus your 
rhic! advertising in one or more zones or blanket the entire 
yo city with 500,000 home-delivered newspapers. 
boo! 
e so 
sber LOS ANGELES 
or / 
it 10 ZONE EDITIONS 4 } ! orp "4 } l 4 100% HOME-DELIVERED 
| or: 
or 
~ Fone xindustrial Marketing’s 417 SOUTH HILL STREET, LOS ANGELES 13 + 717 MARKET STREET, SAN FRANCISCO 5 
igned 
ation] INDUSTRIAL MARKET DATA BOCK Representatives: JAMES A. COVENEY CO., 501 Fifth Avenue, New York 17 
cant | 39 South State Street, Chicago 3 + 515 Olive Street, St. Louis 1 + 11 Church Street, Hudson, Massachusetts 
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Petry Appoints Two 


J. Rolston Fishburn, formerly 
manager of the Chicago office of 
Walker Co., has been named in 
charge of television sales in the 
Chicago office of Edward Petry & 
Co., radio station representative. 
Don Harding, formerly with Paul 
H. Raymer Co., has joined the AM 
sales staff of Petry. 


STOCK CUTS 


mgSaqonyey 144-page 
fom k of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


Buys See-Thru Division 


Newark Paper Box Co., Newark, 
has purchased the entire produc- 
tion facilities of the See-Thru di- 
vision of George V. Clark Co., As- 
toria, L. I., manufacturer of rigid 
transparent set-up boxes. Richard 
M. Monahon, vice-president in 
charge of sales and advertising of 
George V. Clark Co., has joined 
Newark Paper Box Co. as director 
of acetate sales. 


35,000 TV Sets in St. Louis 


Union Electric Co. of Missouri 
reports that 35,000 television re- 
ceivers have been installed in 
the KSD-TYV, St. Louis, area, as of 
July 1. There are 31,300 in homes 
and the remainder in public places. 


‘ EASY CHART 
SIZE 8 x 10 


64¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO. #335 


Phone WHitehall 4-2930 — 


53-59 © E. Iilinois St., Chicago 11,1 


Schieffelin Plans Scotch 
and Brandy Campaign 


Fletcher D. Richards, Inc., New 
York agency, has completed fall 
campaign plans for Teacher’s 
Highland Cream Scotch whisky 
and Hennessy cognac brandy, both 
imported by Schieffelin & Co., New 
York. 

Hennessy cognac will be adver- 
tised in four-color and in black- 
and-white space in an enlarged 
magazine campaign based on the 
“The Hennessy Hour.” Hennessy 
sportsman’s flasks will be pro- 
moted in ten magazines, liquor 
trade publications and newspa- 
pers. Teacher’s Highland Cream 
Scotch whisky advertising will 
continue the informative campaign 
on how Scotch whisky is made, 
and will be placed in 11 magazines, 
five liquor trade publications, and 
newspapers in 35 cities. 


DuMont Adds WFBM-TV 


WFBM-TV, Indianapolis, has 
signed a network affiliation con- 
tract with DuMont Television Net- 
work. The station began commer- 
cial operation on a non-intercon- 
nected basis on June 1. 
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ARE YOUR CUSTOMERS! ra 


PT RAT) oe 


Seattle’s greatest crowds are those attracted to 
Post-Intelligencer sponsored events. Here are a few recent 


of 


THE 


Held 


tort, 
visited by 


mM 


GOLDEN GLOVES 


The Post-Intelligencer 


this 4-day event for women was 


Seattle’s greatest Exposition for home- 
minded people was seen by a vast crowd 


Se 8-8 4 bh oe 68864 O04 OO 2 Ee OS 


This is the Pacific Northwest’s greatest 
yearly boxing show. This year it pulled 


TABLE FASHION SHOW 


Audi- 


SCG ae KOE P2446 ROSS OHO ETE OD 


the Seat 


shows .. . promoted exclusively by this newspaper .. . 
dramatic proof of the appeal and pulling power of 
the Great Newspaper of the Great Pacific Northwest. 


SEATTLE HOME SHOW 


$1,000 
11,299 
11,081 
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lhe Creative Wan Corner 


The occupant of this Corner holds no brief for any agency. 
He makes this statement because he is about to toss a brace 
of orchids in the direction of two ads both of which emanate 
from the same source—which shall go unmentioned. The 
more astute of the advertising fraternity will be able to 
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identify it, however—especially if they refer to McKittrick’s. Disti 
These two ads, in the Corner’s opinion, give evidence of is re] 
quality absent in great gobs from most advertisements to- \@ ing } 
day. That missing quality is imagination. Of being able to to pl 
\ Ge 
Seag 
\@ of Ds 
? tiona 
\ Ro 
d ing d 
\@ tiller 
his ¢ 
‘8 it wi 
, of the 
\ 
, a Na 
appro 
\m ley, x 
‘8 Ad 
\ 
\m woulc 
d ments 
i Franc 
{i patior 
present something not very startling in an unusual and mem- on a 
orable way. not k 
Not recognized too frequently is the fact that advertise- { ceptal 
ments, like products, compete with one another—and, for an ‘ Col 
edge in such competition, the package in which each appears , mean’ 
is of the greatest importance. \— Biow 
The Corner lauds both the copy and the art men who made (11:3 
these packages possible. For he realizes that only through \@ ownec 
the happy (sic) blending of both these abilities could these statior 
outstanding ads for Life Savers and The Travelers have \@ ment 
come into being. A healthy nod, too, to the boys on the pro- \m time. 
duction end. e \ Unl. 
\§ conten 
only c¢ 
POPS ODDO DO PDO DSO ODDO Oe OS eee 
permarkets, while 44.9% choosdg ‘OP br 
Men Not Only Eat the independent grocer. Chair °f ng 
stores get 33.3% male shopperg VOF* | 
But Buy the Food, and delicatessens serve 5.2%. trol of 
ad 4 ‘ps In the family dishwashing de 
American Finds partment, more than five out o SET E 
New YorK—When it comes to|six men (84.8%) have been tried] BANN 
buying food, men are more im-|and tested. Of them 35.5% revealed Was 
portant today than ever, according | frequent use of detergents, whil@ Jonnso 
to a survey taken among a cross- |21.5% like powder, 20.4% granules the sg, 
section of American Magazine’s| 11.7% bar soap and 10.9% chipS§ commi 
male readers. In 1945, only 2% replied that the: hearin, 
The recently completed poll of|used detergents. uary 0} 
this middle-income group reveals adverti 
a good percentage of men who not | Joins Audio Productions Simi 
only cook, wash dishes, clean/ phillips Brooks Nichols, former sidered 
house, wash windows and wax/ly manager of the commercial commit 
floors, but who also do much. of| film and television department o but wa 
the buying where food is concerned. | RKO-Pathe, Inc., has been name‘ Senato! 
Strangely enough, while slightly | sales manager of Audio Produc the su 
more than half (54.3%) said they | tions, New York, producer of bus legislat 
can take grocery buying in stride |imess and educational films an “Dry 
or leave it alone, over 17% ex- motion pictures for television. wai 
pressed an actual fondness for . . 
shopping in the local grocery store. Appoints Ellis Agency ponies 
Two out of five male shoppers|, Buffalo Pipe & Foundry, non Sen. Wi 
reported better service in groceries a ee, jeer goon 4 
este the vee eee of 1945 when ing, has placed its advertising wit§ Walter 
the magazine conducted a similar! the Buffalo office of Ellis Adver Whil 
survey. Four years ago, 28% com-| tising Co. e 
plained that the grocer’s service — 
was “strictly lousy,” but only 6.3% under 
of the 2,350 respondents to the raey meeney Moves Frazer 
latest questionnaire were of that]; Frey Advertising Co. has moveitakes a 
at . its offices from 16 Case Ave.,Winfhis duti 
opinion. More than 48% said they| sted, Conn., to 126 Winsted R‘ftator. 
usually shop for groceries in su-| Torrington, Conn. the ABC 
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Schenley Admits 
‘Exploring AM 
to Sell Whisky 


(Continued from Page 1) 
Distilled Spirits Institute, which 
is reported to have a code prevent- 
ing members from using the air 
to promote their products. 

Gen. Frank R. Schwengel of 
Seagram is chairman of the board 
of DSI, and R. E. Joyce Jr. of Na- 
tional is president. 

Rodman W. Moorhead, advertis- 
ing director of Brown-Forman Dis- 
tillers Corp., told AA that as far as 
his company’s policy is concerned 
it will be determined by decision 
of the Distilled Spirits Institute. 


« National Broadcasting Co., when 
approached by Biow Co. for Schen- 
ley, made this proposition. 

Advertising for hard liquor 
would be accepted on an experi- 
mental basis over KNBC, San 
Francisco, in the form of partici- 
pations of a public service nature 
on a disc jockey program. It was 
not known whether this was ac- 
ceptable to the distiller. 

Columbia Broadcasting System, 
meanwhile, was considering a 
Biow request for late evening time 
(11:30 p.m., EDT) on Columbia 
owned and operated stations, with 
station managers and top manage- 
ment weighing the matter at press 
time. 

Unlike NBC and CBS, who were 
contemplating lowering the bars 
only on owned and operated sta- 
tions, American Broadcasting Co.’s 
top brass is mulling the possibility 
of accepting package goods for net- 
work sponsorship with strict con- 
trol of copy. 


SET HEARINGS ON BILL 
BANNING LIQUOR ADS 

WASHINGTON—Sen. Edwin C. 
Johnson (D., Colo.), chairman of 
the Senate interstate commerce 
committee, last week said that 
hearings will be held next Jan- 
uary on S. 1847, a bill prohibiting 
advertising of alcoholic beverages. 

Similar legislation was con- 
sidered by the interstate commerce 
committee of the 80th Congress, 
but was pigeonholed by a 7-6 vote. 
Senator Johnson was a member of 
the subcommittee handling the 
legislation. 

“Dry” bills in the 80th Congress 
were sponsored by former Sen. 
Arthur Capper, (R., Kans.). The 
current bill was introduced by 
Sen. William Langer (R., N. D.). 


Walter Winchell Rests 
While Burl Ives Sings 


Burl Ives will sing his folk songs 
under the auspices of Kaiser- 
Frazer while Walter Winchell 
takes a seven-week vacation from 
his duties as a network commen- 
tator. Mr. Ives began his stint on 
the ABC program last night (July 
24). 

Mr. Winchell will return to the 
microphone on Sept. 24 for the 
15-minute program, which is 
placed through William H. Wein- 
traub & Co. 


Joins Wool Bureau 


Jane O’Leary Harvey has been 
éppointed coordinator of women’s 
\vear merchandising for the Wool 
Bureau, New York. She will be 
responsible for developing a close 
vorking relationship with wool 
textile and women’s wear manu- 
acturers, fashion stylists and pro- 
notion executives. 


°romotes Needlework Courses 


Needlework Trade Service, New 
York, has retained Moss Associ- 
ites to handle advertising and pro- 
notion of an educational division 
series of public courses in art 
needlework. Newspapers and radio 
announcements will be used. 


IT'S NO WONDER we never sce ads like these in 
our newspapers! What steel worker could sup- 
ply his own open hearth furnace? That would 
cost millions! What machinist owns his own 
lathes; what engineer has his own locomotive? 
These things cost more than any of us can 
afford. Supplying our own individual machines 
and buildings and offices isn’t the way we in 
industry work, 

AND YET — we must have these things to do our 
job. We must have furnaces and plants and 
huge and costly machinery to earn a living for 
ourselves and our families. . . . So how DO 
we get them? 

THAT IS WHAT our Stockholders do for us. Not 
just one stockholder, or a few; it takes many. 


presentation and good taste. The August 


WOULD YOU WANT ONE OF THESE JON 


Armco has 44,000 Stockholders. Most of them 
have ordinary incomes; but they saved some 
of their money, and invested it in shares of 


Armco stock. Their savings started our com- 
pany, equipped it, got 1 going. From them, 


and {rom the profits we re-invest in our busi- 
ness each year, we get the money to buy the 
tools for our jobs —the tools we couldn't 


afford to buy ourselves. 
WHAT do Stockholders expect in return for 
risking their savings? They expect a fair share 
of the profits. Last year (it was a good year) 
they received 2% cents in dividends from cach 
dollar of Armco’s sales. Armco employes re- 
ceived 30 cents. 

— From The Arm-co-operator, distributed monthly 
to employes of the American Rolling Mill Co. 


STOCKHOLDERS ARE PART OF OUR ARMCO TEAM 


ADVERTISING CUM LAUDE—Several times a year Reader's Digest reprints an ad- 
vertisement which, in the opinion of its editors, is outstanding for its message, 


issue will carry this page (American Roll- 


ing Mill Co.), which it calls “Advertising cum laude.” 


Willard, Howard 
Resign NAB Posts, 
Budget is Trimmed 


WASHINGTON—Two top members 
of the staff of the National Asso- 
ciation of Broadcasters dropped 
out of the picture last week as 
NAB President Justin Miller pre- 
pared to carry out a “streamlining” 
plan worked out by the board of 
directors (AA, July 18). 

First to leave as Judge Miller 
prepared to adjust the staff was 
A. D. Willard. His resignation, ef- 
fective Aug. 1, dispelled earlier re- 
ports that he might stay as head 
of the video division. 

In addition, Royal V. Howard, 

who has been with the associ:ution 
since 1947, announced that he will 
resign as head of the engineering 
department. Mr. Howard, a suc- 
cessful radio inventor and de- 
signer, has been “on loan,” Judge 
Miller pointed out. He probably 
will be succeeded by Neil Mc- 
Naughten, currently assistant head 
of engineering. 
The new NAB budget, $711,000 
instead of the $784,000 originally 
appropriated for the year, cleared 
the way for a 12%% dues cut. 


WGN Heralds 25th Year 


Station WGN, owned and op- 
erated by the Chicago Tribune and 
an affiliate of Mutual Broadcast- 
ing System, is celebrating its 25th 
anniversary. The 50,000-watt sta- 
tion was saluted on “Enchanted 
Hour,” sustainer aired on WGN 
and Mutual. Since its beginning, 
the station has grown from a 
listening audience of a few thou- 
sand to 20,000,000 people, John 
Mallow said on the special broad- 
cast. 


Opens 2 Branch Offices 


Jerry Fairbanks Productions, 
Hollywood, will open offices in 
New York and Chicago for the 
production of television commer- 
cials. The new offices will enable 
the company to be near home of- 
fices of eastern agencies which 
place most of their film business 


in the East. 


ANPA Reports Two 
Pulp Mills Planned 


New YorK—Establishment of a 
newsprint and pulp mill in west- 
ern Colorado has been undertaken 
by the Columbine Development 
Co., Grand Junction, Colo., ac- 
cording to a recent bulletin of the 
American Newspaper Publishers 
Association. 

Preston Walker, general man- 
ager of the Grand Junction Sentinel 
and president of the development 
company, is quoted as saying that 
the mill will initially use millions 
of board feet of Engelmann spruce 
stands recently killed by a beetle 
epidemic. Construction of the mill 
is expected to start in the spring 
of 1950. 

A proposed $12,000,000 wood 
pulp mill is being planned also 
at Lewiston, Ida., by Potlatch 
Forests, a division of the Wyer- 
haeuser Timber Co., the ANPA 
states. Capacity of the proposed 
mill is reported as 230 tons of 
pulp daily. Present plans do not 
call for manufacturing paper or 
newsprint, it is stated. 


Western Union Starts 
Opinion Survey Service 


Western Union Telegraph Co., 
New York, has inaugurated an 
opinion survey service, making 
available the company’s facilities 
to professional research organiza- 
tions, advertising agencies, public 
opinion polling groups and the 
market research sections of in- 
dustrial concerns for the gather- 
ing of data on day to day public 
opinion trends. A. K. Mitchell, di- 
rector of sales and services, stated 
that the company’s part in public 
opinion surveys will be limited to 
the actual interviewing of selected 
individuals as prescribed by the 
client. 

The company will be concerned 
primarily with the collection of 
data, performing the field work 
and turning its findings over to 
the analysts for interpretation. In 
addition, the company’s services 
will include interviewing of a des- 
ignated group of individuals and 
if requested the selection of per- 
sons to be interviewed. 


WGAR Isn't Crying; 
6-Month Revenue at 
Peak, 21% Over ‘48 


CLEVELAND—That order for a 
gross of crying towels for the 
“poor AM radio stations” can be 
canceled, as far as John F. Patt, 
vice-president and general mana- 
ger of WGAR, is concerned. 

With considerable glee, Mr. 
Patt sent out a release the other 
day announcing that sales of 
WGAR for the first six months 
of 1949 were at an all-time high— 
21% ahead of the same period last 
year. Furthermore, gains were 
scored in all classes of business— 
local and national spot announce- 
ments, local and national pro- 
grams, talent sales and network 
income. And in June, WGAR 
signed up 25% more new clients 
than were signed in the same 
month last year. 

“This record indicates that there 
is plenty of business to be had if 
we will put forth our best efforts 
and use ingenuity in developing 
new business sources and in pros- 
pecting for any new programming 
and promotion ideas,” Mr. Patt 
said. 


s Noting that 51% of the station’s 
time is devoted to local origina- 
tions, and 49% to network, he 
gave a pat on the back both to 
CBS for its strengthened network 
program schedule, and to Carl E. 
George, WGAR vice-president and 
his sales staff, and to Edward 
Petry & Co., national representa- 
tive. 

“With all the hue and cry about 
television, which is fine, we ought 
not to keep silent on the growth 
and development of our fine sound 
broadcasting companies whose fi- 
nancial support is necessary for 
television,” Mr. Patt said. 

While the station does not re- 
lease actual sales figures, local 
sources estimate WGAR’s annual 
time sales at about $2,000,000. 


Columbia Still Mum 
on Details of Fall 
Promotion Campaign 


New YorK—Victor M. Ratner, 
CBS vice-president in charge of 
advertising and sales promotion, 
says Columbia’s promotion cam- 
paign for the 1949-50 lineup of 
new stars will be the “biggest 
in radio history.” 

But that is all he will say about 
the plans for ballyhoo for CBS 
newcomers Red Skelton, Bing 
Crosby, Groucho Marx, Edgar 
Bergen, George Burns and Gracie 
Allen and Jack Benny, and net- 
work veterans Arthur Godfrey, 
“My Friend Irma” and “Lux 
Theater.” When Mr. Benny made 
his famous switch in January, 
the network heralded the event 
with magazine spreads. 

Columbia affiliates will be given 
particulars on the highly-secret 
strategy at a two-day clinic here. 
Station executives will meet Aug. 
1-2. Frank Stanton, president, and 
other top CBS executives will 
address the meetings. 


Heinritz Named EITA V. P.; 
Continues with Gould 


M. W. Heinritz, vice-president 
of Gould Storage Battery Corp., 
Trenton, N. J., has been named 
vice-president of the Electric In- 
dustrial Truck Association, suc- 
ceeding William Van C. Brandt, 
who resigned from that post and 
as manager of railway and motive 
power sales of Electric Storage 
Battery Co., Philadelphia. In the 
June 20 issue AA erroneously re- 
ported Mr. Heinritz succeeding Mr. 
Brandt at Electric Storage Battery 
Co. Electric Storage Battery Co. 
has not yet named a successer to 
Mr. Brandt, who has become man- 
aging director of Electric Industrial 


Truck Association. 
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Starrett Calls 
TV Industry to 
War on Rumors 


(Continued from Page 1) 
fact is that too many people have 
the mistaken impression that tele- 
vision is injurious to vision, that 
there’s an eye-risk which makes 
it unwise to buy television. 

“Surveys find as many folks 
waiting for ‘improvements’ as for 
lower prices. Cartoons calmly in- 
sinuate that it’s hard to see tele- 
vision. Blandly, certain manufac- 
turers promote products to ‘make 
television easier to see.’ Little has 
been done to stop this stultifying 
rumor. The time has come to dis- 
pel the fear, clear away the smear, 
reassure the public, and remove 
this obstacle to sales.” 


es Ray Hirsch Co., Starrett’s ad- 
vertising agency, began receiving 
letters from dealers and distribu- 
tors, several of whom heartily en- 
dorsed the proposal, the day fol- 
lowing the appearance of the ad- 
vertisement. A letter from the 
secretary of the Television Man- 
ufacturers Association suggested 
that the matter be presented for 
discussion at that group’s next 
meeting. 

Mitchell Fein, Starrett vice- 
president, explained the reasons 
for the project. 

“Our industry,” he said, “should 
present the facts about television 
to the public in a simple, under- 
standable manner to counteract 
the things people hear from indi- 
viduals or companies with an ax 
to grind. It needs to get together 
to do a public relations job to 
counteract insinuations that TV is 
injurious to the eyes. Mothers of 
young children particularly must 
be reassured that they have 
nothing to fear from the art.” 


ws Mr. Fein, who emphasizes that 
his company is interested in the 
project simply as an _ industry- 
wide effort, says he will sound out 
manufacturers on the idea this 
week at the music industry con- 
vention here. He hopes one of the 
trade associations, particularly the 
Radio Manufacturers Association 
because of its coverage of the in- 
dustry, will get behind the project 
and help bring it to life. 


Hughes Leaves ‘Ad Age’ 
to Take ‘Sponsor’ Post 


Lawrence M. (Mike) Hughes, 
for the past five years executive 
editor of ADVERTISING AGE, with 
headquarters in 
New York, has 
resigned effec- 
tive Aug. 5 to 
become editor 
of Sponsor, New 
York. 

Before join- 
ing AA, Mr. 
Hughes was an 
associate editor 
of Sales Man- 
agement for 16 
years, during 
ten of which 
he also served as advertising news 
editor of the New York Sun. He 
“invented” the first newspaper ad- 
vertising column for the New York 
Post in 1926, after serving as pub- 
licity director for the Associated 
Advertising Clubs of the World, 
now the Advertising Federation of 
America. 


L. M. Hughes 


Eells Names Reynolds V. P. 
Stuart Reynolds, formerly ac- 
count executive of Don Lee Mu- 
tual Network, will join Bruce 
Eells & Associates, Hollywood, 
Aug. 1 as vice-president in charge 
of station relations. He will super- 
vise station contacts in connection 
with the company’s administra- 
tion of the Broadcasters Program 
Syndicate, cooperative transcrip- 
tion group of more than 163 mem- 


ber stations. 
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Appoints Rippey Agency 

Industrial Federal Savings & 
Loan Association, Denver, has 
named Arthur G. Rippey & Co., 
Denver, to handle its advertising. 
Radio, newspapers, direct mail and 
displays will be used. 


Station WIL Adds Two 

Milton Vandeventer, formerly 
time salesman for KMOX, and 
Bill Geisz have joined the sales 
department of WIL, St. Louis. 


Drops Lingerie Account 

MacManus, John & Adams, De- 
troit, has resigned the account of 
Edison Distributing Co., Detroit, 
linger e manu ‘acturer. 


frame for fame 


@ There’s possible fame and 
fortune in that sales letter you 
will write today — so wouldn't 
it be a good idea to frame it 
with a Hill engraved letter- 
head, specially designed to help 
you sell? Due to new stream- 
lined manufacturing methods, 
Hill engraved letterheads now 
cost but a fraction more — 
and sometimes less. Used by 
famous business organizations 
throughout the country — ask 
for samples, and details. 


ron HILLanc. 


270A Lafayette St., New York 12 
Telephone: Canal 6-6340 


FCC's Davis IIl; 
Carson‘s Approval 
Appears Probable 


WASHINGTON—The Federal Trade 
Commission worked with only 
three commissioners last week 
after Commissioner Ewin L. Davis, 
who is 73, was taken to the hospi- 
tal seriously ill. 

The nature of Commissioner 
Davis’ illness was not announced, 
but it was believed that it would 
keep him away from the commis- 
sion for a considerable time. 

Meanwhile, the Senate inter- 
state commerce committee is ex- 
pected to take a show-down vote 
next Wednesday on the nomination 
of John Carson to succeed Com- 
missioner Robert Freer, who re- 
signed in January. 

Approval of Mr. Carson seems 
indicated following a long investi- 
gation and extensive hearing. 


WEBSTER APPROVED 


WASHINGTON—The Senate ap- 
proved nomination of Edward M. 
Webster Wednesday for a second 
term on the Federal Communica- 
tions Commission. 

The nomination received Senate 
interstate commerce committee 
approval on July 14, following a 
hearing which covered Commis- 
sioner Webster’s stand on a host 
of controversial issues and station 
applications. 


of 1948. 


Gross National Product (Billions) 
Total National Income (Billions) 


Total Personal Income (Billions) 
Less Personal Taxes (Billions) 
Total Disposable Personal Income (Billions) 


Goods And Services (Billions) 
Total Personal Net Saving (Billions) 


Consumer Price Index (1935-39=100) 
Total New Construction (Actual-Millions) 


Business Expenditures For New Plant And 
Equipment (Annual Rate-Millions) 


High Level of Consumer Purchasing Power 
Still Points to Sales Opportunities * 


The Midyear Economic Report of The President released 
Monday, July 11, 1949, revealed some very significant compar- 
isons of consumer purchasing power for the first half of 1949 
(6 months ending June 30, 1949) compared with the first half 


Less Personal Consumption Expenditures For All 


Annual Rate 
lst Half lst Half % 
1948 1949 Change 
$249.3 $253.9 2% 
218.1 224.5 3% 
$208.9 $214.0 2% 
21.8 18.6 —15% 
187.1 195.4 4% 
174.9 175.8 V_% 
12. 19.6 6iez 
169.1 169.7 0% 
$8,159 $8,453 4% 
$17,980 $18,560 3% 


In spite of all the pessimistic headlines and talk of depression 
since November, 1948, the facts now show that the real purchas- 
ing power of the consumer in the first six months of 1949 was 
above the high levels of the same period of 1948, and that actual 
total expenditures by consumers for goods and services were 
equal to 1948 while savings were 61% higher. 


*This is the text of a summary circulated within the J. Walter Thompson Co. organization 
by Arno H. Johnson, vice-president and director of media and research. 


Tyler Joins Beacon 


As Copy Supervisor 

James S. Tyler, formerly ad- 
vertising promotion manager of 
the recently suspended Science II- 
lustrated, has been appointed copy 
supervisor of Beacon Studios, New 
York, a newly created position. 

Before his association with Mc- 
Graw-Hill Publishing Co., Mr. 
Tyler was promotion manager of 
True, published by Fawcett. 


Over 56,000 grade-school children, representing 
the 24 Florida counties shaded in the map above, 
articipated this year in The Miami Herald's annual 
pelling Bee Competition, -- an_event of unusual 


statewide interest. 


Here is added evidence that when it comes to being 
doubly sure, about market and medium, Florida’s 
Gold Coast and The Miami Herald are a winning 
combination...a market of 600,000 customers whose 
earning capacity and spending power are well above 
the national average...a newspaper which offers 
exceptionally complete and dominant coverage of 
its own primary trade area, and whose strong 
influence is felt throughout the state. 


The Miami eral 


Florida's Most ~ 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Reps. 
A. S. GRANT, Atlanta 


Affiliated Stations -- WQAM, WQAM-FM 


MIAMI--An International Market 


ABC Leads Summer 
Rating Sweepstake 
Field by a Nose 


New YorK—American Broad- 
casting Co. nosed out the competi- 
tion on Mr. Hooper’s nighttime 
honor list for July 15, placing six 
to CBS’ five and NBC’s five. ABC, 
which has been making more or 
less steady rating gains since 
“Stop the Music” went on the air, 
is a frequent leader in the sum- 
mer program popularity race. 

Evening favorites, according to 


C. E. Hooper, Inc.: 
Walter Winchell (ABC), Kaiser- 

Pe Sa ae oT a ee 1 
Crime Photographer (CBS). Toni ... 
Mr. D. A. (NBC), Bristol-Myers ..... 
Mr. Keen (CBS), Whitehall ............ 
Big Story (NBC), Pall Mall ................ 
Louella Parsons (ABC), Jergens ............ 
Henry Morgan (NBC), Bristol-Myers .... 
Horace Heidt (NBC), Philip Morris ..... 
First Nighter (CBS), Carmpana .. oe 
Stop the Music (ABC), Old Gold, 

SS  PUIIEED. © ascecensasnepbebcttunsnictsseness 
Mystery Theater (CBS), Sterling ...... : 
Mr. and Mrs. North (CBS), Colgate ...... 
Take It or Leave It (NBC), Eversharp .. 
Fat Man (ABC), Norwich ................00:000 
Your F.B.I. (ABC), Equitable Life ........ 6. 
Break the Bank (ABC), Bristol-Myers ..6.5 

Average sets-in-use (19.6) took 
a sharp drop of 3.2 from the last 
report, but rose 1.1 from a year 
ago. Average rating was 4.7, down 
1.1 from the last report and up 0.1 
from a year ago. 

Columbia placed six on the top 
ten daytime list and NBC four. The 


housewives’ choice: 
A Girl Marries (NBC), General Foods ..6.5 
Stella Dallas (NBC), Sterling ................... 6.3 
Helen Trent (CBS), Whitehall ................6.2 
Arthur Godfrey (CBS), Spray-A- 

Wave, Chesterfield, Gold Seal, 


SAIII YIINSooo~ 
VieCoww #2£UOCOCKONWO 


fe eee : 6.0 
Our Gal, Sunday (CBS), Anacin ..........6.0 
Young Dr. Malone (CBS), P&G ........... 6.0 
Widder Brown (NBC), Sterling .. sooo 
Ma Perkins (CBS), Oxydol ia aicidianie Sa 
Big Sister (CBS), Ivory 2.0.0.0... 5.9 
Pepper Young’s Family (NBC), P&G. ....5.7 


Average daytime sets-in-use of 
15.7 was down 1.1 from the last re- 
port but up 0.8 from a year ago. 
Average rating is 4.0, down 0.3 
from the last report and up 0.2 
from a year ago. 


Ad Bureau Names Five 


Five newspaper executives have 
been named to the governing 
board of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association. They are: L. 
N: Bitner, general manager of the 
Star-Gazette, Elmira, N. Y.; Lester 
G. Bradley, president and pub- 
lisher of the San Diego Tribune- 
Sun and Union; Philip Chandler, 
vice-president and general man- 
ager of the Los Angeles Times; 
F. M. Flynn, president of the New 
York Daily News, and George F. 
Russell, business manager of the 
Tacoma News-Tribune. 


Appoints Olesiuk Agency 

Stephen W. Olesiuk Advertis- 
ing Agency, Oklahoma City, has 
been retained to direct the ad- 
vertising of Star Mfg. Co., Okla- 
homa City, fabricator of steel 
buildings. Newspapers, business 
papers and direct mail will be 
used. 


Advertising Age, July 25, 1949 


DuMont Ads Announce | = 

19” TV Set in 9 Cities . 
Allen B. DuMont Laboratories 

New York, has announced a nev 

19” television set, the Bradford 

in 1ll-column ads in newspaper Sti 


in Boston, Chicago, Cleveland, De dve 
troit, Los Angeles, Newark, Nev \oor: 
York, Philadelphia and Pittsburg srus 
Copy includes dealer listings an: the: 
calls the set “another DuMont firs! oa 


the new life-size television tube. ' 
Priced at $725 in the East, th: ease 


Bradford’s 19” cathode ray tub on tk 
provides a picture of 203 sq. in to-do 
nearly as much as the DuMont 20 iy) 
receivers priced at $1,195. Th cucec 
Bradford includes a 45-rpm. rec- Red | 
ord player and FM reception. lumb 

orté 
WBAP-TV Signs Graybar $3,00 


Graybar Electric Co., New York, of 
is sponsoring “Dream Kitchei 


Time” over WBAP-TV, Fort oo. 
Worth. The program is telecast at 
4 p.m., CST. G. M. Basford Co., 

New York, is the agency Soa 

to pu 

Radcraftt Appoints Fallath total 

Robert A. Fallath has been ap- § synth 

pointed promotion manager of natiol 

Radcraft Publications, New York. Broth 
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$2,995,897,000.00 


1948 Retail Sales* in WOW-LAND 
counties (BMB). 


All authorities agree this year's re- 
tail sales may be slightly lower... 
BUT ... they also say.. 


26% 
28% 


of 1949 retail sales will 
be made in the third 
quarter; 

of 1949 retail sales will 
be made in the fourth 
quarter. 


Get YOUR share of the... 
22% Spent in food stores; 


40% Spent in general mer- 
chandise stores—inc. ap- 


parel and furniture; 


38% Spent in other retail 
outlets. 


You WILL get Your share if 
you use the advertising facilities 
of Radio WOW—the ONLY 
single advertising medium that } 
covers the vast territory within 
150 miles of Omaha in every 
direction. 

For availabilities see your John 


Blair man, or telephone Omaha, 
Webster 3400. 


= 


* (Based on SALES MANAGEMENT'S fig- i 
ures—May 10, Survey of Buying Power— 
except for lowa, which is based om state 
sales tax receipts.) 
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Still confining its own consumer 
dvertising to cooperative with 
loor-to-door “dealers,” Fuller 
jrush Co., Hartford, will get an- 
other promotional ride when Co- 
jumbia Pictures makes and re- 
leases “The Fuller Brush Girl,” 
on the life of a “Fullerette” door- 
to-door cosmetic dealer. 

“The Fuller Brush Man,” pro- 
cauced by Edward Small, starring 
Red Skelton, and released by Co- 
ljlumbia many months ago, is re- 
portéd to have grossed more than 
$3,000,000. 

Of 10,000 “Fullerettes” in the 
year-old cosmetic division, about 
10% are said to be men. 

. e e 


Soap’s Big Three are expected 
to put an increasing share of their 
total promotional weight behind 
synthetic detergents. Still without 
national distribution, Lever 
Brothers’ Surf, just placed with N. 
W. Ayer & Son, is expected to 
develop into a $3,000,000-a-year 
account. 

Colgate-Palmolive-Peet was first 
in marketing a synthetic detergent 
with Vel (via William Esty & 
Co.). A few months ago Procter & 
Gamble began to advertise Tide 
nationally, through Benton & 
Bowles. 

®..4. 4 


Victor Hawkins, director of re- 
search for Capper Publications, is 
concerned over a school of thought 
he has run across in Washington 
which is toying with the idea of 
eliminating county data in census 
tabulations and presenting data 


only for larger areas, such as a) 


group of counties within a state. 
County data are essential to sound 
advertising and marketing analy- 
sis, he says. 

ee ee @ 


Brown & Williamson Tobacco 
Corp. has definitely shelved its 
plan announced last year to pack- 
age Raleigh cigarets in aluminum 
foil. J. Burgard, advertising man- 
ager, said the aluminum foil pack- 
age project, which never got be- 
yond the test stage, has been given 
up completely with resumption of 
Raleigh’s use of coupons. 


Acousticon Offers 
New Hearing Aid 
Without Headband 


New YorK—“‘A new way to re- 
store hearing’ was _ introduced 
July 18 by Acousticon Interna- 
tional, New York, with a full- 
page black-and-white ad in the 
New York Times and 200-line in- 
sertions placed throughout the 
country by more than 200 dealers. 
Acousticon’s plan for a full-scale 
national advertising campaign de- 
pends, on market reaction to the 
introductory ads. 

The new device operates with- 
out a headband and has variable 
sensitivity to favor weak conso- 
nants, thus providing a wider 
range of understanding for varia- 
tions between soft and loud speech. 
A new type of receiver attached 
behind the ear with a gummed 
disk requires no pressure and will 
give best results when the user 
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Build YOUR sales volume in the rapidly GROWING 
GREENSBORO MARKET through a consistent advertising 
schedule in the NEWS and RECORD with 60°/, coverage 
of the 12 County ABC Retail Trading Zone and daily 
reader responsive audience of more than 
90,000 people. 

*1949 Sales Management Figures. 


Starting in 1914 as a smal/ concern, Erlanger Mills is 
today one of the South's largest individual rayon manu- 
facturers, employing more than 1,200 people and produc- 
ing more than 150 million yards of rayon fabric annually. 
With a current appropriation of a half million dollars for 
plant modernization, Erlanger Mills is typical of the 
industrial growth and expansion in the Greensboro market 


[Ass —. Greensboro 
mee) News and Kecord , 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


has good bone conduction. 

Acousticon has prepared 1,000- 
line ads to be placed through 
dealers at a later date. Retail ad- 
vertising will be budgeted on a 
50-50 cooperative basis with 
Acousticon dealers. 

Schwab & Beatty is the agency 
handling the Acousticon account. 


Kugelmeier Joins WCAM 


Charles Kugelmeier, formerly 
representative for National Trans- 
itads in the Philadelphia area, 
has joined the sales staff of Sta- 
tion WCAM, Camden, N. J. 


Hotpoint Appoints Walters 


Fred J. Walters, vice-president 
of industrial relations, has taken 
over the direction of marketing 
activities of Hotpoint, Inc., Chi- 
cago. The company’s entire field 
organization has been  consoli- 
dated, with Edward R. Taylor, 
formerly western sales manager, 
as sales manager. 


Appoints Jurgenson 


Helmer F. Jurgenson has been 
appointed sales manager of Gar- 
den City Envelope Co., Chicago. 
He has been with the company 
since 1935. 
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WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 


GENERAL 
MAGAZINES 


BUSINESS * FARM 
PAPERS PAPERS 
343 So. Dearborn St, Chicago 4 


Report No. 2°(second 6 Months) 


© «- 


of our Continuing Consumer Panel o 
Brand Preferences in the Houston Market 


* Foods 


Houston Chronicle. 


Report No. 2, covering second six-month 
period, shows also the complete tabulations 
for Report No. 1. Both reports reveal brand 
preferences covering the 31 commodities 
included in the following classifications: 


* Household Cleaners 
* Alcoholic Beverages 
* Automobiles 

* Radios 

* Refrigeration 


If you are interested in seeing this enlight- 
ening and illuminating Report, write any 
office of The Branham Company or the 
National Advertising Department of The 


*This Study Conducted by ALFRED POLITZ RESEARCH, Inc. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 


National Representatives 
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Sterling Drug Issues 
Manual to 700 Salesmen 


A sales manual which lists 487 
products sold by Sterling Drug, 


110 sales, service and branch of- 
fices; employs 11,500 persons of 
whom 17.6% are engaged in sales, 
48% in production, 32% in office 
work and 2.4% in research. 


Inc., in the United States and Can- 
ada has been distributed to the 
company’s 700 salesmen. The man- 
ual discloses that in addition to 
the United States the company 
sells products in 86 foreign coun- 
tries; that units of the organiza- 
tion have 50 manufacturing plants, 


Cairns Gets Wembley Account 


Wembley, Inc., New Orleans, 
manufacturer of ties, has retained 
John A. Cairns & Co., New York, 
to handle advertising and promo- 
tion. 


DYNAMIC NEW MEDIUM 
FOR RICH QUAD-CITY MARKET! - 


Now — for the first time — comic- 
section color ads are available in 
the wealthy Quad-City market! Lil 
Abner . . . Flash Gordon . . . The 
Lone Ranger . . . eight full pages 
of America's favorite comic strip 
characters will carry your message 
in four-colors in The Democrat and 
Leader. The Democrat is the only 
Sunday newspaper published in the 
entire Quad-City area. Ever-popu- 
lar comics in the Democrat will 
mean extra circulation for your 


black and white ads too. 


UH help you find new 
wealth in the Quad-Cities. 


THE LONE RANGER| 


Write for Particulanrs/ 


THE DAVENPORT NEWSPAPERS 
The Daily Time 


House Signs Petition 
to Increase Wages 
of Postal Workers 


WASHINGTON—The fight against 
a sharp increase in postage rates 
ran into an unexpected snag 
Thursday when a majority of the 
House signed a petition which 
would lead to a $237,000,000 in- 
crease in pay for postal workers. 

In petitioning for the increase, 
House members threatened to go 
over the heads of the House post 
office and civil service committee, 
which has held up postal pay bills 
while the postal rate structure is 
under study. 

The drive to put through a postal 
pay hike is directed by Rep. John 
R. Walsh (D., Ind.), a “freshman” 
member. Under the House rules, 
a vote will be taken on the pay 
bill Aug. 8, despite the fact that 
there has been no action by the 
post office committee or the House 
rules committee. 


a By petitioning for a postal pay 
hike, the House majority flies in 
the face of the Postmaster Gen- 
eral as well as the committee. In 
his testimony on the proposed 
$300,000,000 postal rate hike, Post- 
master General Jesse Donaldson 
has staunchly opposed any ad- 
ditional pay adjustments until 
something is done about the de- 
partment’s deficits. 

The 80th Congress met similar 
demands for postal pay increases 
with a pay bill that included $125,- 
000,000 of rate increases. The pe- 
tition for a fourth round of postal 
pay increases comes at a time 
when rate legislation is completely 
bogged down in the House com- 
mittee. 

Moreover, the Senate post of- 
fice committee leaders have low- 
ered the rate objectives to a maxi- 
mum of $100,000,000, as compared 
to the $300,000,000 proposed by Mr. 
Donaldson. 


Pullman Appoints Three 


Arthur L. Berry, formerly spe- 
cial assistant to the president, has 
been appointed acting director of 
public relations of Pullman-Stand- 
ard Car Mfg. Co., Chicago. E. Pres- 
ton Calvert, formerly with Carl 
Byoir & Associates, has been 
named assistant director of public 
relations, and Hugh W. Foster, as- 
sociate editor of the company’s 
“Carbuilder,” has been appointed 
assistant in charge of advertising. 
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i just want to call your attention...to Washington’s 


“WASHINGTO 


118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE FR 2-6343-—44—45 


3-point policy. 
1. finest quality 
engravings 


2. fast day and night 
service 


3. courteous 
cooperation 
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Your Own Throat 


with Your Tongue? 


cockpesered eenatin opp to ono ey eves, 0 Guay dds asm, Cote 
ere of mune. sere placing some orders ter my merchemdoe | aotced 
thet ome the Mead of 0 forge Strow | mempemy ordered of en ammowmt minh 
tow then be had pres imenty purchased | eshed hum the reenam ber redia 
ing bet order end he anmwered, “1 om trying mat to qpend a much money 
ee | dnd betere ber smythong | bay becmu everyone os <ey ing 8 depres 
om = commeng amd to seve money | ached hem of hes om n buteness was 
ted md whether he const attord 10 bey the quamtery be hed meters amd 
he qnewered “View” I tried to explain te bie thet if he did wot buy ap 
meebo be comely mreded oo the md hen me mca wid miter 


«Te prove say point | ached him to fellow the cycle of & tem delle 
ell whack reprenemted pert of the money be gave me om pay mint of hen 
purchas: | turned to one of te othe: men 6 Hater dashes and handed 
tm the tom dolters iatemded as poymem of «pew of uiacks He om ture 
penard the tom dollars to another man whe mar cn the heote! bese ss om 
pevencet of e renm The Hots! man panad the in dollars to another man 
whe wees Grocer mm payment of some supp: The (ormer panned tthe 
we dollars wo @ Pager Desier with bes order The Paper man paved the 
tee dotters too Fureturs Deaker ter some cm The buresture Oreler 
then terecd to the tre man. the Show man end sad Here i your tow 
Goltiars back tore paw of shees The Show man turmed to mm amd cad. 
Q@acw | have Boxe cuteng m) ome (brow! wah my tongue” 


Kppareadly thes wcademt proved om) ustomers that od me all quot 
money me heave fer the things Ge eed eemrally amd ior ably we 
well get a beck Hn feet, the cycle wm what the tom dollar bull trevciled 
could have been widely expanded to include eser) type ol goede or wry 
sor required by olf of ws im our dey Ince and the SIAM could here 
been SGDMD - SIOBUDED or, yen, HLM So I cay... 


<item Atte tenia 


Money « the lite Biod of our ¢comem, and lhe the bnte blond chat 
fhems through eur bedies, must here tree corculamon Whee the flow of 
toed is cur beady i@ restricted, we become anemic, week and um 
eadtiny Semalarty. whem the cwreulstian of mom) the lube thood of or 
economic bady, © restracted. 4 toe becomes ancme, week and un 
healthy Hi consumer burying stops. m anutacturing plants must corte: pro: 
ducton and eventually dat down Employ mm du mdics and buying 
power in evde herther reduced The vacsitable result = lergescate un 


. Leehewe that we as 4 ponple should stop leering to the momnemee 
of theme whe are wmcherd to talk wt inte an ccomemst depreeon We 


vat lige nce 
quanent al the Amercen poopie ao higher than that af al] year nbd 
held and yer we permuted the leas taeter 10 gan momentum becouse 
of e beck of umtethgenee or ge ta tat oias 
expected of @ U2 year old child, ~ 


A wory qroct American said * 
+» "We have nothing te fear bet fear itself”... 


be war oF tm peace, this is « truiem thet can oot be challenged There 
ere many wrebutable tector that prove we mced net lear s depresion 
There are exports whe have the hgures and they are comimerd thet 
our eeonama condition = hacwatly heelthy |i = howesce up to all of 
ws te conperate with cock other to honp 4 healthy (ortamnly Cere = mo 
roam ter feer im thes process | do not hex oll of the stamation evadeble. 
but | do know thet there = 0 tremendous reservew of pont up buyung 
power 2 the coum) 7 


Thom that corp ate profits ster teres a 169 mere more thas rue 
that of 1920 Mach of these protes are tuner Bed we eum of 
comme) whe are sharehetde rs 


| nmom ther amb creases are ample em! es acieiwe te umduestry 
Hae Got enamphgeneas fo 19 to nly tall of Ghat which cxiaad to 


| Ane thet the porchasng power 0! the American puitine hesed am o 
come, is grester in 109 (based on the fire quarter hgures) thas 
the peak year of (OR, 


| knom chet mar papi hese no whe & 58 & tat at & 
Caveremen tomds than 0 amy other year 


Thom hat dhe) hess mtr emia) mcurity protecumn thee ever peters. 
J Anew thet constr ection @ very hgh 


T know thet Federal programs cai! tor iremendom expredstures beth 
2 Ger country amd ler coperts ebroad 


| know thar the eulemotsve vubuatyy hess hacking of orders calling tor 
tows mlivom panne nger cars year ber ot east fe mere years 


JT hnom thats mullson people hese ¢xpressed a des to buy new bomen 
Thom that clmoat clever millon eee teh panes mere mated me 
the wer 


Tene ap 0 Gust any ater Guards tetnm Gun 6 do om tase .. 
ros 


.. DON'T BE A PARROT... 
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“SHUT YOUR BIG 
FLANNEL MOUTH”: 


1 publesh thes im the publac interest realizing that mine 0 but « “wer 
small voice,” with a limited range. 1 hope that ethers, beliewmg as 1 
do, wall add ther vouwes t0 mane and bring this mecssage vo all Amer 
swans wherever they may be. 


HENRY Cones 


Bes |, Little River (Mom) Fle. 


Ragmeats |e maps o/ time mencage (rm Beaman forms (om Orpemsarets o Fade (omnes all be gladly benerad Plowman vequest; a peer lwttevtend Prmames te apmat @ whaly o = pet» extended eithont lemie Som. 


“SHUT YOUR MOUTH’—Henry Cobbs, famed rags-to-riches merchandiser of Florida 

fruits, preserves, candies, etc., believes that too many people are talking the country 

into a depression. So on July 17 he invested $957.60 (Sunday general rate) in the 

Miami Herald to run this full page, which he hopes will be duplicated, or at least 
emulated, throughout the country. 


‘Saturday Review’ 
Will Shift Theme 


on 25th Anniversary 


New YorK—With the publica- 
tion of its 25th anniversary issue 
Aug. 6, The Saturday Review of 
Literature will become “a maga- 
zine of ideas, entertainment and 
the arts,” rather than a purely 
literary weekly, and its newsstand 
price will be raised from 15 to 20¢ 
a copy. 

The magazine’s forthcoming sil- 
ver anniversary number will be 
the largest in its history. It will 
carry 188 pages, including cover, 
80 of which will be advertising. 
The print order will be 140,000 
copies. The largest previous issue, 
the 20th anniversary number, was 
50,000 copies. 

For the first time, it is said, 
bookstores in major cities, will 
advertise in a national medium. 

A feature of the anniversary 
issue will be a complete rotogra- 
vure picture section edited by 
Roger Butterfield, author of “The 
American Past.” The section will 


deal with history over the past 
quarter century as seen through 
books. 


WTWN Begins Operations 


Station WTWN, St. Johnsbury, 
Vt., owned by Twin State Broad- 
casting Co., has started operations. 
Dean Finney, president of Twin 
State Broadcasting Co., and James 
McKernan are co-station managers 
of the 250-watt station. 


DIRECT ow ADDRESSING SERVICE 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing hist” 


Most complete, most accurate, mos! 
effective Automotive Service Shop 
Mailing Lists available — at lowes? 
rates. Used regularly by large direct 
mail advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets: 8,000 Automotive Jobbers. Ad- 
dressing to any shop classification by states. 
Write for detailed state 
folder FREE on request. 


MOTOR SERVICE 547, %; WASHINGTON 


CHICAGO 6, NLLINGIS 


fs, role pl 


_ Inexpensive in Editions from 100 to 5,000 


Representing: NEW YORK GRAVURE CO. 
New York City 
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BAB to Follow 
Retail Film with 
Mail-Out Campaign 


New YorkK—With orders for its 
slide film presentation, “How to 
Vake Customers Out of People,” 
already starting to flow in (see 
story on Page 15), Broadcast Ad- 
vertising Bureau is preparing the 
second phase of its campaign to 
help radio get more of the re- 
iailers’ advertising dollar. 

Maurice Mitchell, director of the 
National Association of Broad- 
casters’ ad bureau, who last week 
transferred his offices from Wash- 
ington to 270 Park Ave., is ready- 
ing a direct mail campaign to be 
offered to NAB stations on a co-op 
basis. 

The bureau will mail this series 
of pieces, which will carry the 
imprint of the station ordering 
them, to special lists prepared 
by the stations. If paid for jointly 
by about four stations in a city, 
this campaign can be had for about 
the cost of postage. 


a Mr. Mitchell plans to enlarge his 
staff, which presently includes 
Charles Batson, television special- 
ist, and Miss Lee Hart, with the ad- 
dition of two men, one to handle 
national spot and another to be 
assigned to retailing. 

Two other BAB projects ex- 
pected to be completed within a 
few months are the presentation 
on women’s programs and a bro- 
chure on FM broadcasting. The 
former will reveal the results of 
an NAB census covering all wom- 
en’s programs in the country. 

Mr. Mitchell described the FM 
brochure, which will be filled with 
“evidences of the success of fre- 
quency modulation broadcasting 
as an advertising medium,” as the 
first aggressive selling for FM. This 
booklet is expected to be out by 
fall. 


Encyclopaedia Britannica 
Promotes Seaman and Hughes 


Paul E. Seaman, general sales 
manager, has been named vice- 
president and director of sales, 
collections and field operations of 
Encyclopaedia Britannica, Inc., 


Chicago. He has been a sales ex- 
ecutive since 1942, when he joined 
the company as divisional man- 
ager of the Philadelphia office. 
R. B. Hughes, who has been assist- 


Paul Seaman R. B. Hughes 


ant general sales manager, has 
been appointed vice-president in 
charge of sales. B. R. MacDonald 
has been named vice-president and 
general manager of Encyclopaedia 
Britannica of Canada Ltd., Cana- 
dian affiliate of the company. He 
was formerly acting division man- 
ager of the Britannica sales office 
in Toronto. 

Dale O’Brien has resigned as 
director of public relations of En- 
cyclopaedia Britannica in Chicago. 


Taft Pinch Hits tor Pearson; 
Robert Montgomery Signed 


Senator Robert A. Taft tops the 
list of six government officials 
who will substitute for Drew Pear- 
son when be begins his six-week 
vacation on the Lee hat show over 
ABC. The commentator will start 
selling Adam hats in his old time 
spot in September. 

Robert Montgomery, motion pic- 
ture star, has been signed to re- 
place Mr. Pearson for Lee hats, 
vith a weekly commentary to start 
n September. The first programs 
will be short-waved from England. 
Grey Advertising Co. handles the 
Lee account. 


Last Minute News Flashes 
New U.S. Time Watches Get Trade Ads 


New YorK—United States Time Corp. is breaking two-color spreads 
in trade publications to introduce Timex, a new line of wrist watches 
priced for popular appeal. Insertions have been scheduled in American 
Druggist, Chain Store Age (druggist edition), Department Store Eco- 
nomist, Hardware Age, Hardware Retailer, Jewelers’ Circular-Key- 
stone, Jewelry, NARD Journal and National Jeweler. Plans for con- 
sumer advertising have not been completed. Dorland, Inc., is handling 


the account. 


Egan Quits Posts with ‘Toledo Blade’ 


ToLEpO—James W. Egan Jr. said last week that reports of his resig- 
nation as vice-president and advertising director of the Toledo Blade 
are “99 44/100% correct.” Former advertising director of the New 
York Times and former president of Newspaper Advertising Executives 
Association, Mr. Egan is said to be planning to enter the advertising 
agency or advertising consultant business. 


Hettinger Heads McCann Market Research 


New YorK—Herman S. Hettinger, economist and marketing au- 
thority, has been appointed associate director of research of McCann- 
Erickson, in charge of marketing research. He recently completed an 
assignment in Iran to recommend plans for the economic development 
of that country. He is a former chairman of the marketing department 
ot the University of Pennsylvania’s Wharton School of Finance. 


Ronson Ads to Show 5 Cigaret Brands 


NewarK—Ronson Art Metal Works will break a fall campaign on 
Ronson lighters in September with a color page in Life showing five 
leading brands of cigarets and a Ronson lighter under the slogan, “Ron- 
son lights ’em all.” Plans being considered call for increased use of 
television. Grey Advertising Agency handles the account. 


Toy Institute and Members Set Drive 


New YorK—American Toy Institute, research division of Toy Man- 
ufacturers of the U. S. A., and 24 members of the association have 
scheduled a four-page color ad in the Nov. 21 issue of Life and a 
color page in the December Parents’ Magazine. The Life insertion will 
be followed by large space in Automotive Retailer, Chain Store Age, 
Playthings, Toys & Novelties and Variety Merchandiser. Roy S. Dur- 


stine, Inc., is the agency. 


Merchandise Mart Appoints H. M. Gross Co. 


Cuicaco—The Merchandise Mart has appointed the H. M. Gross Co., 
Chicago agency, to direct all of its advertising. 


Hyde Shifts to Storecast from Consumers Aid 


New YorK—James Hyde, former vice-president and general mana- 
ger of Consumers Aid, Chicago, has been named western sales and 
advertising manager of the Storecast Corp. of America. He will make 
his headquarters in Chicago, where Storecast In-store broadcasting is 
carried in 100 National Tea supermarkets. 


Englander Features 
Red Line Mattress 
in $40 Price Class 


Cuicaco—The Englander Co.’s 
new fall campaign for its Red 
Line mattresses, set to break in 
September, will continue using the 
familiar caricatures of “sleepers,” 
but will feature price and quality 
appeals. 

Beginning with four-color pages 
in September issues of Better 
Home & Gardens and Life, Eng- 
lander will introduce a $39.75 Red 
Line mattress, which boasts the 
steel center-joined springs pre- 
viously reserved for the higher 
price mattress lines. 

Typical copy will show the 
“sleepers” in shadow boxes, will 
prominently feature the $39.75 
price, and will carry an illustra- 
tion of mattress and box spring in 
a French Provincial bedroom. In 
past campaigns, the mattresses and 
box springs have been shown 
against a white background. 


a The company will continue the 
Red Line mattress in the $50, $60, 
$70 and $80 price ranges—and 
mention that fact in the copy. 

Other magazines will be added 
to the schedule later in the fall, 
but plans for such additions still 
are incomplete. Dealers will re- 
ceive mounted reprints, plus a 
complete newspaper mat series, 
radio spot announcements and 
other point-of-sale material. 

Leo Burnett Co. is the agency. 


IHC Advances Branta 


John W. Branta, assistant super- 
visor of publication advertising, 
foreign operations, of International 
Harvester Co., Chicago, has been 
promoted to supervisor of publica- 
tion advertising and _ publicity, 
merchandising services. He joined 
the company in 1934. 


Senate Committee 
Quiet on Ruckus 
over Army Account 


WASHINGTON—The Senate ap- 
propriations committee has washed 
its hands of the feud over the Army 
and Air Force advertising account, 
but it was not clear last weekend 
whether Capitol Hill had heard 
the last of the matter. 

AA learned Friday that the com- 
mittee’s report on the military ap- 
propriations bill will be silent on 
the stormy session when R&R sug- 
gested that senators investigate the 
qualifications of Gardner Adver- 
tising Co., reappointed May 4 as 
agency on the $2,500,000 recruit- 
ing drive (AA, July 18). 

Sen. Elmer Thomas (D., Okla.), 
committee chairman, said that as 
far as he is concerned no further 
investigation is warranted. But last 
weekend other committee mem- 
bers were still refusing to clear 
the way for Army Secretary Gor- 
den Gray to sign a contract with 
Gardner. 

The senators tell the Army there 
is no hurry, since Congress is still 
working on the bill containing the 
appropriation for the advertising. 

R&R told senators the selection 
board was supposed to recommend 
an agency placing at least $10,- 
000,000 in gross billing. It claims 
Gardner does not meet this re- 
quirement. A spokesman for N. 
W. Ayer & Son, who appeared be- 
fore the committee, said, “What 
was announced as a competition 
was no competition at all.” 


Sandura Promotes Selby 

E. F. Selby, formerly in the 
sales promotion department of 
Sandura Co., Philadelphia, floor 
covering manufacturer, has been 
named assistant sales manager. He 
has been with Sandura for ten 
years. 
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Route of the VISTA DOME Cohfornua Eephyr* 


FRIENDLY—Western Pacific Railroad ran 

this copy in Oakland and San Francisco 

papers July 11, the day after Southern 

Pacific's new Shasta Daylight went into 

operation. Harrington, Whitney & Hurst 
is Western Pacific's agency. 


NIAA Launches 
Ad Budget Study 


New YorK—A survey of in- 
dustrial advertising budgets is be- 
ing made by National Industrial 
Advertisers Association in what 
is said to be the most comprehen- 
sive study of its kind ever under- 
taken. Questionnaires are now be- 
ing sent to 2,000 members of the 
association by the budget survey 
committee, of which Bennett S. 
Chapple Jr., assistant vice-presi- 
dent of the United States Steel 
Corp., is chairman. 

The study covers method of de- 
termining the advertising appro- 
priation, who approves it, how 
long a period it covers, allocation 
between product and institutional 
advertising, agency compensation, 
number of employes in the adver- 
tising department and functions 
of the advertising department. 


ws In addition, the questionnaire 
calls for a breakdown of adver- 
tising appropriations by media. 
Major classifications included are: 
Paid space, including newspapers 
and business papers; product lit- 
erature; exhibits; motion pictures; 
display material; dealer service 
items; novelties; surveys; research; 
public relations, and administra- 
tion. 

In announcing the survey, Ber- 
nard Dolan, NIAA president, and 
manager of merchandising, Peter 
A. Frasse & Co., New York, said: 

“In the light of today’s condi- 
tions and the tremendous need of 
aggressive selling and increased 
advertising effectiveness, the data 
in this budget study will provide 
an important marketing tool for 
the industrial advertising manager. 
The importance of these data is 
evidenced by the increasing num- 
ber of requests for such informa- 
tion that NIAA headquarters has 
received.” 


Cc. J. ANDERSON 

Cuicaco—Charles J. Anderson, 
81, head of C. J. Anderson Special 
Agency, newspaper representative, 
died in St. Francis Hospital, Evan- 
ston, July 17. Mr. Anderson had 
been in the advertising field in 
Chicago for 50 years. 


Liebmann Buys TV Time 


Liebmann Breweries, New York, 
will air a series of five-minute 
films showing candidates for Miss 
Rheingold of 1950 being inter- 
viewed. These shorts—a series of 
13—will be presented over five 
New York stations, starting Aug. 
1. Foote, Cone & Belding is the 
agency. 


Foster Names Meinhardt 


Oscar Meinhardt, formerly ex- 
ecutive director of Chicago Fash- 
ion Industries, has been named to 
the newly created post of sales 
director and advertising manager 
of L. W. Foster Sportswear Co., 
Philadelphia. 
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FTC Hits General 
Foods for West 
Coast Price Cut 


WASHINGTON—The Federal Trade 
Commission last week charged that 
General Foods cut its national 
price for Certo and Sure-Jell in 
order to undersell competitors in 
West Coast states. 

The commission said that the na- 
tional price of $4.30 per case of 24 
bottles of Certo was reduced to 
$3.18 for the Seattle, San Francisco, 
Los Angeles and Salt Lake City 
districts, and a 67%¢ cut on Sure- 
Jell was authorized for the same 
areas. 

The complaint describes General 
Foods as “an extensive advertiser 
and promoter of well-known pro- 
ducts,” and points out that its bus- 
iness has grown “steadily and 
powerfully” from $131,000,000 in 
1937 to more than $330,000,000 in 
1946. 

The complaint says that competi- 
tion in the sale of pectin products 
has been reduced to the point 
where it exists only on a regional 
basis. The effect of the alleged 
price discrimination may be “to 
create a monopoly in said line of 
commerce in various localities or 
trading areas in which the com- 
petitors respectively are engaged,” 
FTC said. 


John Roosevelt 
to Give Full Time 
to Spray-a-Wave 


New YorkK—John A. Roosevelt, 
president of the Spray-a-Wave 
Co., Beverly Hills and Chicago, 
has resigned as president of the 
Roosevelt-Good Department Store, 
Beverly Hills, to devote his entire 
time to the hair preparation com- 
pany. 

Leland Good, new president of 
the store, has not decided, it is 
said, whether to exercise his op- 
tion to buy the Roosevelt stock 
or to form a new partnership 
agreement with outside participa- 
tion. 

Mr. Roosevelt, youngest son of 
the late President, has been with 
the department store since it was 
opened a year ago. Last March, 
he was appointed president of 
Spray-a-Wave, a subsidiary of the 
Lee Pharmacal Co. Increased sales, 
attributed to the Arthur Godfrey 
radio program, sponsored by 
Spray-a-Wave, has made it neces- 
sary, it is said, for Mr. Roosevelt 
to give full time to managing the 
affairs of the hair preparation con- 
cern. 

Dancer-Fitzgerald-Sample, which 
handles the account, has denied 
reports that extensive use of news- 
paper space is contemplated at 
present. 


Ed Sullivan Leads 
Pulse TV Ratings 


NEw YorK—Ed Sullivan’s “Toast 
of the Town” (CBS) was New 
York televiewers’ first choice in 
July, Pulse, Inc., reports. Runner- 
up was Chesterfield’s Arthur God- 
frey (CBS). 

The list: 

Toast of the Town (sustaining), 

WCBS-TV 
Godfrey and His Friends 

(Chesterfield), 
Kraft Theater, 


T 
Fireball Fun (Buick), WNBT 
Repertory Theater (sustaining), 
WNBT 


Alicetvattiananetinsaitdiamtiainitaedlbiessncnntiaitiel tani 24.1 
Amateur Hour (Old Gold), WABBD ....... 22.9 
Stop the Music (Admiral, Old 
 *. i, eee eee 21.5 
Break the Bank (Bristol-Myers), 
| ete cae 20.3 
The Clock (sustaining), WNBT ............ 20.0 
Giants vs. Brooklyn (Schaefer), 
Lo > 5 ee sean “= 18.6 
Gets Brewery Account 
Conley, Baltzer, Pettler & 


Steward, San Francisco, has been 
appointed to handle the advertis- 
ing of both GB and Blue ’n’ Gold 
beer, brewed by Grace Brothers 
Brewery, Santa Rosa, Cal. 
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Four Named by NOAB 


Joseph Fox, of McCann-Erick- 
son; W. U. Osborn, of Batten, Bar- 
ton, Durstine & Osborn; Norman 
Mork, of Biow Co., and Lowell 
Mainlan, J. Walter Thompson Co., 
have been made members of a 
Pacific Coast committee to act in 
an advisory capacity to the officers 
and operating committee of the 
National Outdoor Advertising Bu- 


Clark Joins Sines Agency 


Wallace Clark, formerly a radio 
sales representative in Seattle, has 
joined Raymond L. Sines & As- 
sociates, San Francisco agency, as 
an account executive. 


Weiner Names Helton V. P. 


Frank Helton has been named 
vice-president of the Weiner Ad- 


reau. 


vertising Agency, San Francisco. 
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1949 SURVEY OF CONSUMER FINANCES 


Distribution of Spending Units Having Specified Characteristics, by Size of 


In Percentages 


Income, 1948 


Annual money income before taxes 


on Charleston! 
_o 
THIS 


1S WHAT MAKES A REAL 
MARKET FOR ADVERTISING: 


POPULATION 


-))\ BUYING INCOME 


ncn: i 


A 1949 ABC CITY ZONE POPULATION OF 
130,693; LARGEST IN THE CAROLINAS 


AN ACCORDING TO THE 1949 SALES MANAGEMENT 
ANNUAL SURVEY OF BUYING POWER 


EFFECTIVE BUYING INCOME of the Charleston Metro- 
politan County area in 1948 was $219,019,000, and the 


TOTAL OF RETAIL SALES was $116,756,000 in 1948. 


ALSO, THE CHARLESTON METROPOLITAN COUNTY AREA 
LED THE STATE OF S. C. IN FOOD AND DRUG SALES 


THERE’S REAL SPENDING MONEY ON HAND 
IN THIS ACTIVE, RESPONSIVE MARKET! 


Add to this top-notch Metropolitan County Market the other 17 counties in 
Eastern Carolina effectively covered by these newspapers, and you have an 
Effective Buying Income of $554,832,000, with Retail Sales in 1948 amount- 
ing to $365,577,000. 


THESE TWO PAPERS IN 1948 CARRIED 
19,817,030 LINES OF ADVERTISING. 
(Gain of 2,824,796 lines over 1947.) 


THE CHARLESTON EVENING POsT 


The News and Courier 
CHARLESTON, SOUTH CAROLINA , 
REPRESENTED BY THE JOHN BUDD CO. 


Keep Your Eyes 


YOUR NAME ~- SELL 


Your name in every 
customers hands 

a dozen times 
@ @G@V cece’ 


Your name, on the Princess, a new 
knife and key-chain combi- 
nation does a daily selling 
job. Slender and different in 
design, compact with a fine sur- 
gical steel blade, the Princess 
is unusually suitable for women, 
tho’ entirely practical 
for men. Simply twist the 
polished aluminum barrel 
to open, reverse the 
blade, then twist and 
lock into position illus- 
trated. Positively safe 
in the pocket or purse. 


Proven Premiums — 
bring 
seaaae Results 


Write for sample unts, and data on the Princets 
ad dake paahatl tem <u 


Ee sf To. 


"Unsinger-AP coon Toledo, Ohio 


SES SSP GE Rg SRE a ee eet. eae mee a 


NAME > SELL YOUR NAME © SELL 


Characteristics of spending unit All income Under $1,000- $2,000- 
P ; P groups $1,000 $1,999 $2,999 
Number of persons in spending unit: 
LAS & ah du ee dt hehe ible o tai + és blades 100 25 30 27 
it Steciehe cd es phan eavades pactiladian 100 12 16 21 
Rs SR he Oe Ree es aa 100 6 12 24 
DUE Sevenecvencesscusssvecscoessesesss 100 5 14 17 
De. Coa che sb bvectet ced<ernaye 100 9 14 23 
Number of income receivers in 
spending unit: 
bts iacs + edd baebeee ob ees codes. 100 13 19 25 
Dr Sn echt ahuadlanes Bete eocneodeue 100 8 12 18 
Age of head of spending unit 
RS Sos ae eer re 100 15 31 33 
Sh ti wcee Fev aah (adh dweca take 100 4 16 25 
Sosa deds, eee su <d thane bike thrid oe 100 5 12 21 
8 3 RAIN: i aE by EA ty ty Hy 100 8 15 20 
ad 2: y ca hek Wi inlanteiiveae 6 ah bent ee 100 15 19 25 
ES re a ee at ae 100 43 24 14 
Place of residence of spending unit. 
i i be oe ce ee are aa wat oak © 100 7 14 23 
ee elle, ces pan bane a's 100 ll 18 24 
A? <2 Sti GeeO ds whee te been nbs ee 100 19 22 22 
Education of head of spending unit: 
RE ORT 100 19 23 23 
I Sian ad ues be G6 CHES 0.40068 0080S 100 7 15 26 
Ee ions ease se sseiusiaacd vivovcseue 100 ll 16 


! Less than one-half of 1 per cent. 


2 The 12 largest cities in the nation and their suburbs. 
® Towns with less than 2,500 population and open country. 


*. 


$3,000- $4,000- by 000- $7,500 
$3,999 $4,999 7,499 and over 

ll 3 3 1 
20 13 13 5 
24 15 13 6 
28 15 ll 10 
23 14 ll 6 
20 10 8 5 
21 17 18 6 
12 7 2 @) 
28 14 10 3 
25 16 14 7 
21 12 14 10 
17 a 9 

7 5 4 3 
21 14 14 7 
21 12 5 
17 & 8 4 
1g a 6 2 
24 14 ll 3 
18 14 18 18 


—Federal Reserve Board 


Lower Income 
Units Bettered 
Selves in ‘48 


(Continued from Page 1) 
a keynote in the government’s 
anti-depression planning. 


s More than 24,000,000 spending 
units improved their incomes dur- 
ing 1948, the economists report in 
the July issue of “Federal Reserve 
Bulletin.” By the year’s end, 47% 
of the spending units were in the 
“over $3,000” class, compared with 
42% in 1947, and the median in- 
come cf all units—the “middle- 
most” income-—went from $2,500 
to $2,800. 

While Federal Reserve acknowl- 
edges that sampling error could 
distort the results of the study, 
it believes a number of factors 
support the conclusion that there 
was less concentration of income 
in 1948. Among them were: 

1. The increases for unskilled 
workers and farm operators, in- 
cluding a considerable number 
with increases of one-fourth or 
more. 

2. The general shift above the 
$3,000 mark, a reduction in the 
ranks of the “under $2,000,” and 
unchanged proportion with “over 
$7,500.” 

3. Greater frequency of increases 
for lower income groups, and for 
spending units in the lower ranks 
of each tenth of the population, 
ranked by income. 


Admiral Corp. to Drop 
‘Broadway Revue’ on TV 


Admiral Corp. this week offi- 
cially will cancel its one-hour 
“Broadway Revue” television show 
because of the cost which, although 
it varies from week to week, is 
said to have run as high as $25,000 
for one show. The show is broad- 
cast on both the NBC and DuMont 
networks. 

The company definitely will not 
abandon television, however. It is 
planning to continue sponsorship 
of the first half-hour of the video 
version of “Stop the Music,” tele- 
cast on the ABC network Thurs- 
days from 7-7:30 p.m., EDT, and 
is looking for another half-hour 
program with a fixed weekly cost 
for this fall. 


Wyler Appoints Ludgin 

Earle Ludgin & Co., Chicago, has 
been named to direct the advertis- 
ing of Wyler & Co., Chicago. The 
agency will have charge of the ad- 
vertising of all Wyler products, 
which include Wyler’s chicken and 
noodle soup, chicken and rice soup 
and other packaged soups, bouil- 
lon cubes, vegetable flakes and 


garlic and onion powders. 


G. W. COVINGTON JR. 


Cuicaco—G. W. Covington Jr., 
56, owner of WCOV, Montgomery, 
Ala.; WGWD, Gadsden, Ala:, and 
WGWC, Selma, Ala., died in a 
hotel here July 12, apparently of 
a heart attack. 


BRUCE DENNIS 


VANCOUVER, WASH.—Bruce Den- 
nis, 74, director of public relations 
for Safeway’s chain of Pacific 
Coast stores for many years until 
his retirement in 1945, died July 
12 of a heart attack. From 1910 to 
1925 he had owned and published 
the Evening Observer, La Grande, 
Ore., and later owned the Herald 
and News, Klamath Falls, Ore. 


JOHN M. RAYMOND 


St. Lours—John M. Raymond, 
47, executive assistant and as- 
sistant secretary, Globe-Democrat 
Publishing Co., died of a heart ail- 
ment July 17 at his home here, 
after a seven months’ illness. 


Three Join Martin Agency 
Theodore S. Will Jr. has joined 
Robert E. Martin & Co., Atlanta, 
as an account executive. Catherine 
W. Cade has been named in charge 
of copywriting and Shirley Pursell 


the production department. 


has been appointed an assistant in. 


Neppach Transferred 


Carl Neppach Jr., who has rep- 
resented Dun’s Review in New 
York for the past year, has been 
transferred to the Detroit office 
where he will represent the pub- 
lication in the Detroit area. 


NEW JERSEY'S FOURTH LARGEST MARKET 


CONCENTRATED 


COVERAGE 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You concentrate your sales message when you ad- 
vertise in THE BAYONNE TIMES because 
99-85/100% of THE TIMES circulation is con- 
centrated within the City of Bayonne. There's no 
competition since THE BAYONNE TIMES delivers 
more circulation in Bayonne than all ether popers 
combined. 93% Home Delivered. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., N. Y. - 228 WN. LaSalle St., Chicago 


FRanklin 2-5854 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 
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Transferred to WCOG 


Henry Sullivan, manager of 
WKIX, Columbia, S. C., operated 
by Inter-City Advertising Co., has 
been transferred to a similar ca- 
p icity with WCOG, Greensboro, 

._C., operated by the same com- 
p ny. He succeeds Gordon Ander- 
son, who has resigned to become 
nanager of WBBO, Forest City, 
N. C. 


Two Appoint Brown Agency 


Arthur F. Brown Associates, 
Boston, has been named to handle 
the advertising of Ark Toy Mak- 
ers, Boxford, Mass., and Lewis 
Skinner Co., New Boston, N. H. 
Newspapers, direct mail, maga- 
zines and trade publications will 
be used by both. 


New Four-in-One 
Shopping Column 
Set for 13 Cities 


Cuicaco—After four weeks of 
test runs in the Chicago Daily 
News, Hilary Features has decided 
to extend its four-in-one ad shop- 
ping columns to 16 newspapers in 
13 markets. 

Called “Quick Easy Meals in 
Minutes” and “Quick and Easy 
Household Hints,” the columns are 
designed to permit advertisers, who 
otherwise would have to use small- 
space ads, to obtain greater reader- 
ship by including their copy with 
that of three other advertisers in a 


i) helio! 


Buyers of time on WSGWN receive a real bonus 


in proved pulling power on WSGWNW -FM. 


One night 


early in 1949 we offered a premium ( 10¢ value ) to 
listeners living outside of Birmingham and Jefferson 
County who would write in stating whether they heard 
the announcement over WSGW or WSGW -FM. When 


the replies came in they amazed us. 


Of the 959 


replies to this night-time offer 487 specified they 
had heard the announcement on F M --- 472 either 
said A M or made no specification. 


WSGN- FM's proven audience is a definite 


bonus for WSGW buyers. 


WSGWN -FM duplicates the 


programs of WSGN with few exceptions. 


nf phate 


Henry P. Johnstor 
Managing Director 


THE NEWS « AGE « HERALD STATIONS 


WSGN-FM « Birmingham, Ala. 


# Headly Reed, National Reps. 


WIT HARDE. 


at Buffalo’s New Car Buyers 


- - - Use the Courier-Express 
@ In 1948 the Courier-Express carried over half of all 


national automotive linage in Buffalo. It has led in this 
classification for six years . . . proof that it sells new cars, 
tires and accessories. You, too, reach Buffalo buying power 


more economically in this 
favorite morning and Sun- 
day newspaper. 
Remember, your dollar 
buys greater impact in the 
Courier-Express on the fam- 
ilies with more money to 


spend. 


SCRA BAD 
Pe ERE Wane eal 


466-line, two-column ad. 

The columns are standardized so 
that each advertiser’s copy appears 
on a simulated recipe index card, 
and positions are rotated weekly. 
The four advertisers who con- 
tracted for the initial Chicago test 
are Sno-Man, Inc.; Nu-Trishus 
Products Corp.; On-Cor Food Pro- 
ducts and Hamilton Foods, Inc., all 
Chicago. 


@ The ad contracts are signed on 
a 13-week basis. Hilary offers a 
choice of papers, or combination of 
papers on the list, to permit local 
or regional advertisers to tailor 
their promotions to market re- 
quirements. 

Newspapers used include the 
Boston Herald and Traveler, Chi- 
cago Daily News and Herald-Am- 
erican, Cleveland Press, Detroit 
Times, Los Angeles Examiner, Mil- 
waukee Journal, Minneapolis Star 
and Tribune, New York Journal- 
American, Philadelphia Bulletin, 
Pittsburgh Sun-Telegraph, St. 
Louis Post-Dispatch, San Francisco 
Examiner and Seattle Post-Intel- 
ligencer. 

Mrs. Frances Hall, who heads 
the newly formed Hilary organiza- 
tion, told AA that all space in the 
columns is commissionable at the 
15% rate, since Hilary is not an 
agency. The columns are scheduled 
to appear on Thursday afternoon 
or Friday morning. 

Hilary Features is located at 30 
N. LaSalle St., Chicago 2. 


Shoe Repair Group 
Changes Name, Plans 
Expanded Promotion 


New YorK—An expanded ad- 
vertising and promotion campaign 
designed to broaden the scope of 
service offered by shoe repair 
shops, and a change in the cor- 
porate name of the association, 
were unanimously approved last 
week at the 44th annual convention 
here of the National Leather and 
Shoe Finders Association. 

The name of the association will 
be changed to Shoe Service Insti- 
tute of America. Its headquarters 
are in Chicago. 

Plans for expanding the promo- 
tion and advertising program are 
expected to include window, coun- 
ter and other store promotional 
aids for members, as well as local 
advertising programs to aid shoe 
repair and service shops to build 
up new types of work that can 
be performed in those shops. 

As a result of the increased use 
of casuals and play shoes and the 
use of synthetic soles, there is 
said to have been a decline in re- 
soling sales. The association is ad- 
vocating development of new bus- 
iness, which, it is said, tests have 
shown can be handled by present 
machinery in most shoe repair 
shops. This includes zipper repairs; 
dyeing and refinishing of shoes, 
luggage and other leather goods; 
the repair of sports equipment; 
canvas work; shoe restyling and 
orthopedic consultation. 

Archbold R. Jones, P. Mayer 
Leather Co., Pueblo, Colo., was 
elected president to succeed Paul 
K. Ferree of Knoxville, Tenn. Mor- 
ris Levey of Omaha, Neb., was 
elected vice-president. W. L. War- 
dell continues as executive vice- 
president. 


‘Names O'Connell Agency 


Cushman & Denison Mfg. Co., 
New York, manufacturer of Ke- 
Rak key boards and cabinets, Flo- 


Master Fountnbrush and _ other 
stationery specialties, has ap- 
pointed R. T. O’Connell Co., New 


York, to handle advertising and 
promotion. 


Monarch Names Westheimer 


Monarch Mfg. Co., Milwaukee, 
manufacturer of outer garments 
for men and boys, has named 
Westheimer & Co., St. Louis, to 
handle its advertising. 


Daley Names Gerth-Pacific 


Daley Brothers, Belmont, Cal., 
designer and builder of supermar- 


kets and manufacturer of steel! 


gondolas, has placed its advertis- 
ing with Gerth-Pacific Advertis- 
ing Agency, San Francisco. Na- 
tional and regional grocery trade 
publications will be used. 


59 
Willard Quits NAB Post 


A. D. (Jess) Willard, who 
promptly resigned his post as 
executive vice-president of the 


National Association of Broad- 
casters after the NAB directors 
a week ago voted to abolish the 
position, late last week had not 
announced his plans. 


Hooperatings, Winter, Spring 


CENTRAL OHIO— 


information on farming. . . . 


humor. 


Mw 


AN 
\’ 
\) 


\ 
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LOOKING FOR A BARGAIN IN RADIO? 
WBNS HAS IT IN CENTRAL OHIO— 


Yes, for just 74c per thousand tuned-in homes you can broadcast 
your sales message to this rich Central Ohio area. It's low cost 
advertising with high results. That's because WBNS has the listen- 
ing audience of Central Ohio... 
buys your product when they “Hear it on WBNS”. 


TOP TEN COLUMBUS HOOPERATINGS 
AGAIN PROVE WBNS LEADERSHIP— 


daytime, show the top ten to be WBNS programs. Another dem- 
onstration of the station's intensive coverage of Central Ohio. 


BILL ZIPF’S ““FARMTIME” 
TOP DAYTIME HOOPER FOR | 
LOCAL PROGRAMING IN f 


Go into rural areas of Central Ohio and ask 
them if they know Bill Zipf. Your answers will 
run into the thousands who day after day depend upon Bill for 
Newspaper columnist, authority on 
agriculture, broadcaster, friend—that's Bill Zipf to the farmer 
and city dweller of this area . . 
packed program is Sally Flowers with her salty songs and snappy 
Here's a sales harvest for advertisers. _ 


IN COLUMBUS IT’S 


POWER 5000 D-1000+-N CBS 


an audience that goes out and 


1948-49, Monday thru Friday 


. A novel twist to this farm 


ASK JOHN BLAIR 


It’s a fact, with 423 diversified manufacturers, and 
located in the heart of a rich, 13-county agricultural 
and industrial section, Rockford is recognized as 
ideal for testing purposes. 


high in sales potential... 


Rockford (Winnebago County) retail sales in 1948 
were $166,295,798.00.. 
$596,041,275.00. 


Yes sir, it’s a great market! 


popULATION 


es ROCKFORD MORNING STAR 
= Rockford Register-Republic 


. ABC Retail Zone, 


apc city ZONE 
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xp de KEL, 


The Los Angeles Times 
“te ! : has its greatest daily circulation LEAD 
| = ~ ig the history of Los Angeles newspapers 


Los Angeles Times total net paid daily circulation—396,717 


: z hr 
pape te Kigt eS ve 7” 


aeemameese MALI 


Exceeds 4th paper (all-day) by 141,847 — 


In addition, the Los Angeles Times has the largest home delivered 
circulation in the West. Three out of every four families reading the daily Times 
have it delivered to their homes. 


Sunday Times circulation has reached an all-time high of 813,353. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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